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OPERATORS!

YOU'LL ENJOY THIS GAME AS MUCH AS
YOUR CUSTOMERS...LOCATIONS
AND PLAYERS!

THE
RPremier
NAME IN PINBALL

Our New “ZERO DEFECTS” Quality
Control Program coupled with our
EFFICIENT DESIGN PHILOSOPHY
Eliminates Ball Hang-ups and
Mechanical Failures, while making
R.O.l. a Primary Consideration.
FEATURES ON THIS GAME INCLUDE:

4 Multiball Play.

4 Dual Game Scoring.

4 Multiple Game Play Modes.
OPTIONAL DOLLAR BILL VALIDATOR
TICKET DISPENSER and/or COIN
METERS are PRE-WIRED IN.

Height: 77 (193cm)
Height with Lightbox
Folded: 52" (130cm)
Width: 27" (68cm)
Depth: 52" (130cm)
Weight: 260 Ibs.

(130 kg.)

= ® FOR MORE INFORMATION: & "
o Ie Contact Your Authorized Premier Technology Distributor
@ . . today or call: (708) 350-0400 e FAX (708) 350-1097
re ® ® 759 Industrial Drive ® Bensenville, lllinois 60106
rg'!!“gy e FOR TECHNICAL SERVICE Call: 1-800-444-0761

€ 1990 Premier Technology. All rights reservé
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LICENSE DEADLINE — If you receive this issue
after June 1 and haven't filed for your 1990 jukebox
performance licenses, you missed deadline. And
if you hadn’t licensed your jukeboxes in previous
years, you've blown your amnesty as well. Although
the agreement setting the new sliding fee scale
wasn’t announced by AMOA and the performing
societies until March 22, the Jukebox Licensing
Office (JLO) feels the operators knew it was coming
and still had over 2 months to amass the money and
file the forms.

Are operators who missed filing like the guys who
blew the April 15 tax deadline? While the JLO is
sticking by its June 1 deadline, we believe a simple
call to them (and right away!) can smooth the waters
if you explain why you were late and then send your
paperwork & check off ASAP (company checks are
accepted and made out to ‘‘Jukebox Licensing Of-
fice”). Their phone is 212/768-4330 although you may
get a referral for a new number. (Please note that the
number appears incorrectly on page 30). Forms were
issued to all previously-licensed operators by mail.
Additional forms can be scored from AMOA, from
some state associations and from some 240 jukebox
distribs who received batches of them from the JLO.

The fees run as follows: $275 for the first box, $55
for the 2nd through the 10th and $48 for each box
thereafter. So, for a 100-machine music route, the to-
tal comes to around $5,000. Many operators have
taken the money ‘‘off the top’’ of the jukebox collec-
tion. But with this sliding scale, how do you dun each
location (that is, if you got him to agree)? We're not
recommending this, but one operator used the $55
figure as his benchmark and said it wasn’t so bad
getting it from the ‘“CD-type stop’’ but not so easy
when he got down to the marginal ‘“45” locations.

When we called Melonie Krisza, manager of the
Jukebox Licensing Office in NYC on May 23, she said
they've had a ‘‘nice response’’ from applicants and
that the mailbag got heavier each day as deadline
drew near. We expect her mailbox will be jammed
all this week. Unlicensed operators will henceforth
be at the mercy of the societies’ “‘policemen’ and
word is one or more could be “‘vigorous’ in a forth-
coming ‘‘search and sue’’ mission.

CIGARETTE BLUES — On May 24, Health and Hu-
man Services Secretary Louis Sullivan announced
his request of individual states to outlaw cigarette
vending machines. Speaking at a Senate Finance
Committee hearing, Sullivan said his intent was to
limit tobacco sales to minors (which is already ille-
gal in 44 states plus D.C.). The tobacco industry
maintains (as does NAMA) that youngsters rarely
buy cigarettes from machines (the American Medi-
cal Assn. recently determined that youngsters ac-
count for around 3.3% of all tobacco sales). Once
again, operators can do their part by putting those
Minors are Prohibited stickers on venders and
maybe even moving the machines within clear eye-
sight of adult location personnel (Erie County, NY
recently passed a law to move machines within 20
feet of location cash registers so personnel can
monitor under-18 buyers.

YAMATE RESPONDS — On March 6, the U.S.
District Court in New Jersey denied Yamate USA’s
motion for a preliminary injunction and impound-
ment order of allegedly counterfeit Lucky 8 Line
games being marketed by Atlantic & Pacific Amuse-
ment (see details in Grapevine). Yamate prexy John
Dugas responded: ‘‘While it's true we lost that
round, we're confident we'll prevail when a full dis-
closure of evidence comes out at the coming trial.
Furthermore, we disagree with the March 6 decision
and have filed for an appeal with the Appeals Court
and expect them to reverse the lower court. We al-
so want to make clear to anyone using counterfeit
Lucky 8 Line games that they do so at their own
peril, inviting criminal and civil proceedings.”

SEEBURG 45 PARTS — The “‘source’ for spare
parts for old Seeburg vinyl jukeboxes is now Wico.
They bought a big stock of parts from the “new”
Seeburg that are applicable to older 45rpm players
and together with those they will remanufacture,
will shortly be offering 1,300 different shelf items.
That’s a big number, so we presume they cover
some units that date back a bit. Computer printouts,
with stock numbers, will be issued to all Wico sales-
men, so contact yours if you need Seeburg spares.
(PS: discontinued items may be reinstated if cus-
tomer demand is there.)
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upright videos best software
MODEL/MANUFACTURER RATING DIST. MODEL/MANUFACTURER RATING DIST.
® 1 TMNT (TURTLES) (Konami) (6) 949 96% J| » 1 FINAL FIGHT [H] (Capcom) (4) 9.11  72%
2 HARD DRIVIN’ (Atari) (15) 8.70  45% ®» 2 DJBOY [H] (American Sammy) (2) 8.14  20%
®» 3 MERCS (Capcom) (2) 8.50 33% 3 WWFSUPERSTARS[H](Technos)(11) 7.99  81%
® 4 GALAXY FORCE (Sega) (1) 833 11% ® 4 CADASH [H] (Taito) (2) 796  17%
® 5 BEAST BUSTERS (SNK) (5) 8.14  20% ® 5 ALIENS [H] (Konami) (2) 7.87  38%
® 6 2-DUDE OFF ROAD (Leland) (1) 806 13% | ® 6 MVP (Sega) (2) 785  14%
7 FINAL LAP (Atari) (19) 797  21% ® 7 OFF ROAD TRAK PAK|[R](Leland)(1) 7.53  30%
8 CYBERBALL 2072+ (Atari) (6) 788 36% | ® 8 AIRBUSTER [H] (Sharp Image) (1) 7.50 7%
9 BIG RUN (Jaleco) (1) 755 14% | ® 9 VIOLENCE FIGHT [H] (Taito) (3) 744 13%
10 OFF ROAD (Leland) (15) 754  T1% 10 GOLDEN AXE [H] (Sega) (12) 743  74%
11 TURBO OUT RUN+ (Sega) (11) 740  46% ® 11 SNOW BROS. [H] (Romstar) (1) 728 13%
® 12 TWO CRUDE (Data East) (1) 740  14% 12 ARCH RIVALS [H] (Midway) (12) 715  73%
13 OPERATIONTHUNDERBOLT (Taito)(14)7.31  48% 13 TOKI [H] (Fabtek) (6) 710 3%
14 OUT RUN (Sega) (42) 723  66% ® 14 BUSTER BROS. [H] (Capcom) (5) 7.00 35%
® 15 SLICK SHOT (Grand Products) (1) 719 1% ® 15 DRAGON BREED [H] (Irem) (1) 7.00 15%
® 16 KLAX+ (Atari) (3) 715 29% 16 TETRIS [H] (Atari) (14) 6.98 70%
17 CHASE H.Q. (Taito) (18) 706  56% 17 ROADBLASTERS [S] (Atari) (33) 6.97  50%
18 S.T.U.N. RUNNER (Atari) (7) 7.06  36% ® 18 BADLANDS [H] (Atari) (4) 6.96 32%
® 19 S.C.. (Taito) (5) 700 23% 19 VS. CRIME FIGHTERS [S] (Konami) (7) 6.95  30%
20 MECHANIZED ATTACK (SNK) (12)  6.98  28% 20 U.N. SQUADRON [S] (Capcom) (8) 6.92  37%
21 MIDNIGHT RESISTANCE+ (D.E.) (6) 6.95  30% [H] horizontal ~ [V] vertical ~ [S] system  [R] retrofit
22 SUPER HANG-ON (Sega) (35) 6.94 60% v
® 23 BATTLE SHARK (Taito) (1) 6.89 19% fl!p pers
24 CYBERBALL (Atari) (15) 6.88  35% 1 WHIRLWIND (Williams) (4) 8.80 69%
25 CRIME FIGHTERS+ (Konami) (15) 6.84 62% | @ 2 PHANTOM OF THE OPERA (D.E.) 3) 8.38  34%
+ indicates game was produced in both dedicated & software forms 3 ELVIRA (Mi dway) (8) 8.25 55%
best new videos 4 EARTHSHAKER (Williams) (14) 8.19  56%
® 5 ROLLER GAMES (Williams) (1) 8.03 24%
® 1 G-LOC [u/r +s/d] (Sega) 8.38 ® 6 POOL SHARKS (Midway) (1) 8.00 10%
® 2 WGP [u/r+s/d] (Taito) 8.25 7 POLICE FORCE (Williams) (9) 771 48%
®» 3 FOUR TRAX [u/r +s/d] (Atari) 8.20 ® 8 GAME SHOW (Midway) (2) 765 28%
® 4 SUPER MASTERS [u/r] (Sega) 7.33 9 MOUSIN’ AROUND (Midway) (5) 7.60  38%
® 5 LINE OF FIRE [s/d] (Sega) 7.33 10 CYCLONE (Williams) (25) 749  61%
® available brand new at certain distributors; number following brand shows months on chart including this one. ———
RATING: Operators were mailed “‘ballot sheets" listing games in active operation in U.S. locations and game centers and asked to “rate”’
the earning performance of each on the ‘1 to 10°” measure: 10 for “‘power-house earnings, " 9 for “‘excellent,”’ 8 for “very good
game,”’ 7 for “‘good game, "’6 for ‘‘decent game, "’ 5 for “‘just average, "’ 4 for “below average, "’ etc. The written votes were tal-
lied up and divided by the actual number of times the specific game was rated. Hence, the decimal points.
The percentage of the surveyed arcade and street location operators who have the item on location. No upright videos rated

by less than 10% of these operators appear on the Upright Videos chart, but promising new items appear under Best New Vmi-)
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Bally/Midway execs Steve Blattspieler
and Bob Lentz (on this month’s cover)
are grinning. They look like something
has really tickled their fancy, don't they?
Wonder what it is. Could it be those
three great games behind them? Sure.
You'll be grinning, too, when you've got
Midway’s new ‘Pool Sharks’ pinball
cranking in the quarters from your tav-
ern stops. You'll positively giggle once
players become addicted to the hilarious
ancient Viking football video, ‘Pigskin.’
And you'll feel positively smug about the
long-earning, workhorse appeal exert-
ed by the versatile video kit ‘Tri-Sports.’
Read our Cover Story inside, and dis-
cover how Midway's putting a distinc-
tive stamp on its full line of video and
pinball product.

RePlay Magazine, June 1990, Volume XV, No. 9.
RePlay is published monthly prePIa Publishing,
Inc., P.0. Box 2550, Woodland Hills, CA91365. Sub-
scription rates (all mailed by First Class Mail): United
States: U.S.$60.00; Canada and Mexico: U.S.$80.00
per year (Canadian currency: $100.00). All other for-
eign countries $200.00 per year (Air Mail), $75.00
Steamer Mail (Surface). Please address subscription
ﬂpplications to RePlay, P.O. Box 2550, Woodland

ills, CA 91365. Copyright 1990 under the Uni-
versal Copyright Convention. All rights reserved.
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ow many times have we heard the story of the

merchant who responded, “oy, don’t ask” when
quizzed on the health of his business, when he had a
vacation home in Miami and a daughter in her third year
at Radcliff? Many people in our industry give you that
“‘oy”’ number when you ask “how’s business?”’ Yes, there
are problems, but candidly: how many trade people
missed a meal last week?

To constantly belabor the ills without mentioning the
benefits of life in coinland is a personality syndrome
shared by too many these days. As such, it is refreshing
to talk to people who actually celebrate the successes
they've scored rather than peek under the rocks to find
the snakes that are so much fun to bitch about.

Okay, a load of old jukeboxes are sort of at the mercy
of record labels as the latter cut back their supply
of software. This will be sorted out (it’s America,
remember?). A lot of videos are still working the “kick
'em between the legs” theme (but don’t the charts show
this a favorite among the players?).

Some think video poker is the future. They think pay-
off poker will be legalized in all sorts of places
(hopefully theirs) so they can plug them in, collect the
money and never change the machine. It’s grand to
dream, better to work to get it, but better yet to keep a
grip on reality. Reality says it’ll be a tough go and to keep
your eyes on the products that are legal right now.

ow comes the “new”’ dollar coin, expecting to be

more successful than the “old” Susie because the
dollar bill will be discarded. This is terrific, but not the
key to riches unless the whole industry gets serious
about upping the ante on game play. The dollar coin is a
wonderful dream, worth working toward. But we've got
to get many, many more half-buck videos and pins into
the field right now, otherwise there goes a bit of the
“perceived value” of a dollar coin offering three plays.

S ome operators are doing fine with 50¢ games as you
read this. Their “‘enemy” is the other operator
across the road on quarters. One California operator has
several pins in the same stop, some on quarters and
others on 50¢, and he says the 50¢ ones get more play!
Perceived value? Better game? Oy, why is this such a
hard thing to get across? Think 50¢. Do 50¢! And maybe
we’ll see you at Radcliff commencement exercises.
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2 or 3 player conversion kit |
OMBATRIBES.
HITS YOU
HERE IT COUI\ITS

Get set for non-stop action, and
non-stoF profits. Combatribes is
one of the hottest arcade games in
years. And early test markets
prove it.

Here’s street fighting like never
before, incorporating the latest
advances in graphlcs ca {)ablhtles.
Players won’t believe all they can
do. And you’ll hardly believe
all the quarters coming in.

Double elbow headbash

Feet-swing a villian

il

IM

N ‘,y )‘.t\/u &/

Yy

Another Technos™
first.

Combatribes is easily adaptable
as either a 2- Elayer or 3-player
game—the choice is yours. A flip
of a dipswitch is all it takes.

Lift and hurl motorcycles

\w\

\.,\ ‘

* Horizontal monitor.

* JAMMA adaptable universal
conversion kit.

® Buy-in and continuation feature.
* Complete with graphics and
hardware to convert multi-player
cabinet.

Get ready. ‘Cause Combatribe’s
going to get you— making every
square foot count, right where it
counts most. In your cash box.

4805 S.W. Griffith Drive
Beaverton, OR 97005 (503)643-9768
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SPECIAL ARTICLES

COIN MUSIC ‘“SUMMIT MEET”’

The Ohio Expo kicked off in grand style
with a seminar analysis of the 45-to-CD
jukebox music transition. . . .. pg. 23

TECHNOS ON STAGE

The company that developed Double
Dragon for Taito and then wowed the
U.S. operators with WWF, has anew en-
try. Read about it and their American
subsidiary, begining on. .. ... pg. 32

HOT TIME IND.C.

The AMOA honed its lobbying talents
well at their Washington legislative con-
ference. There were also congression-
al receptions held and more government
friends made for the industry. See com-
plete report, beginning on. .. .pg. 41

AAMA SCORES ON MANY FRONTS
Besides their own effective work lining
up more dollar coin votes, the manufac-
turer/distributor association plowed into
an array of campaigns during their D.C.
meet, all to help the industry’s bottom
line as well as theirown. . .. .. pg. 53

WHO ARE THOSE GUYS, ANYWAY?
With DJ Boy riding the software chart,
you may wonder who’s behind it all.
Read our report on American Sammy,
beginningon............... pg. 63

ATARI SAYS ALOHA

Two new vids and one clever redemp-
tion piece were bowed by Atari, the foun-
dation of so many hits, at their 17th
annual distrib conclave on Maui. Details
beginon.................. pg. 74

REGULAR FEATURES

ASSOCIATIONS IN ACTION. ...108

0 o1 11 [l 14

Some think if you could
“eat talk” and I was sit-

ting at the table, they wouldn't
have to order any food. Yes, if
you ask me for the time, I'm
apt to tell you how to build a
clock. I'm in the ‘“‘verbose”
club and I guess it’s natural
for someone like me to have a
magazine to vent all this so-
called “knowledge.” While sit-
ting with distributors out at
the recent Atari convention, I told everybody (whether they
were interested or not) about my bad back. Turns out a
third of the people I've complained to have bad backs, and
some have gone under the knife to cure it. Al Kress (not at
the Atari meet but fighting the good fight in New York) said
he’s spent 42 hours on the operating table getting his two
busted discs to quit singing all the time.

was crying “because I had no shoes until I met the
people who had no feet.”” Then at the teeth of deadline,
our Editor Marcus Webb got carted off in an ambulance
with a back that brought new meaning to the word “bad.”
He’s improving, but it was frightening to have someone so
“key’’ to you taken away so abruptly. It made things elec-
tric and me nervous and antsy. So I'll potshot some thoughts
rather than beat them to death.

Videos are doing okay, but the problem for dealers is get-
ting enough of the better ones to fill operator orders.
Music operations are gradually moving into CD but it doesn’t
mean singles are disappearing overnight (this 45 problem is
not yet a killer, and people are ready to help). Warning to kit
makers: please make sure all the goodies are in the package;
operators don'’t like incomplete kits at all! Pins are looking
oh, so good these days; operators must keep the fire burning
by upping the play price. And as we say in Hollywood, “‘pool
is cool”’ and thank heavens we have it in the machine mix.

inally a warning (not that too many will read it): All

you “solid industry citizens”” who haven’t licensed
your jukeboxes yet, get hosed! Your amnesty will run out.
Your brother operators will tar you. ASCAP and its boogy-
man will haunt your locations. So, force your trembling
hand onto the checkbook and join the good guys right now.
You know, maybe that’s why Marcus’s back is singing after
bending over the computer for so many hours writing about
this. You see what you did?

BUYERS’ BULLETIN.......... 149
COVER STORY............... 67
DATEBOOK ................. 138
FRANK TALK................. 60
GRAPEVINE . ................ 133
HOT HITS ON THE STREET. ...126
INTERNATIONAL NEWS....... 116
INTERVIEW . ................. 96
JAPANESE CHART............ 88
JUKEBOX 2001.............. 123
NEWS DIGEST................ 15
NEW PRODUCTS............ 129
ON YOUR MARK.............. 38
TECHNICALTIPS............. 112
THE BIG TICKET............. 115
THOSE LEGAL QUESTIONS. . . .142
TOURNAMENT NEWS......... 143
VIEWPOINTS ................. 10
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PLAYERS WILL LOVE HOW
IT PERFORMS IN THE AIR.

YOU'LL LOVE HOW
IT PERFORMS AT YO
LOCATION.

T G-LOC AIR BATTLE can pump adrenalin
: through a body with about the same
velocity that an F—4 gulps jet fuel. Ditto for the way coins
will be rattling through the coinbox. )
Only Sega can build a video simulator game that S
performs as well at your location as it does on your bottom
line. G-LOC delivers the pulse pounding excitement
your customers will keep coming back for.

G-LOC offers players 38 stages within three
different player—selectable skill levels. The beginner level is
a challenging 9-stage training course with plenty of action. The
intermediate level introduces the use of the throttle and
afterburner and sends players into 13 stages of faster
paced aerial combat. The third level lets “Aces”
engage in 106 stages of fierce, high-speed dogfights.

G-LOC Air Battle is available in upright, cockpit, ‘»
and deluxe (moving cabinet) configurations. @%@%
Park a
few of these babies

Each features realistic flight stick, throttle
(with afterburner button), guided missile

launcher, machine gun trigger,and
continous play. Air on your flight deck and get
sickness bags are ready for some heavy traffic. For more

information call your authorized SEGA distributor.
SEGA Enterprises, Inc., (USA),

= 2149 Paragon Drive,
l; P.O. Box 610550.
= San Jose, CA 95161-0550.

(408) 435-0201

not included.

Copyright 1990 SEGA Enterprises, Inc. (USA)



VIEW/POINTS

Location Magazines

The idea of hotel managers (who generally lease
their equipment from operators) having access to a
trade publication (RePlay and Play Meter) has
caused us some problems. Before buying a car at a
dealership, I don’t have access to any dealer trade
publications as I'm not in their trade, I'm simply an
end user. Hotels are likewise not in our trade, be-
cause this industry is a service industry.

The hotels, although not an end user, have access to
pricing and product availability via the trade publica-
tions. Our ROI has suffered as a result. My locations
take a subscription, read what is available and
make their requests known. I'm put at a disadvantage
by this inverted vertical dissemination of information.

I feel that the distributors should be (and
are) one rung above the operator and that the loca-

THE TICKET DISPENSER
— WITH EXPERIENCE

U.S. Pat. 4272001

DELTRONIC LABS DL-1275 Ticket Dispenser is now available in kits —for quick
and easy installation on existing video, pinball and novelty games.

For more than 7 years, top amusement manufacturers have relied on DELTRONIC
LABS for quality ticket dispensers, backed by prompt and efficient service.

Now this time-tested dispenser is incorporated in kits for the same dependable
performance on your present games.

You can renew player interest with tickets for awards and bonuses —and keep them
playing again and again and again!

DELTRONIC LABS, INC.

Eighth & Maple Avenue ® Lansdale, PA 19446

215/362-9112 * Telex 317054
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tion should be (but sometimes isn’t) below us in a
sense of product and service availability. With loca-
tions having access to a trade publication, the
location is able to quantify our performance based
on a numbering system.

The Players’ Choice compiles information that
many locations use to determine the performance of
their operators. This is contrary to our industry
which is primarily service-related, not product-related.
Quantifying a service is like teaching a lobster to
sing. It wastes your time and frustrates the lobster.

I think that AMOA-registered distributors,
operators and manufacturers should be the only
ones having access to our service industry trade
publications, not locations. Should the trade publi-
cations monitor this problem? Should we teach lob-
sters to hum, not sing? Let’s open this up for discus-
sion. I'd prefer to have this printed in its entirety.

Sincerely

Steven Piantieri
Charles Music Co., Inc.
Orlando, Florida

[Steven: fewer than 1% of our magazines go to locations
directly, according to our subscription department. We have
never solicited subscriptions from anyone who is not in the
trade, although we’ve shown copies at industry shows (that have
subscription blanks in them) and we're sure a magazine like
RePlay can ‘“‘get around” into the “wrong hands.”

I'll be very personal here. I know a lot about publishing law
but I don’t exactly know (even now) if I have the legal right to
refuse an unsolicited subscription from a hotel, bar or pizza
shop. I checked one of our attorneys who told me I actually do
have the right to refuse business, provided that I'm not discrimi-
nating because the customer is black or for some other reason
precluded by Federal law. We have so few (less than 60) that go
to locations that this subject has never been front-burned here.
And some of those “locations” are actually bowling centers that,
as you know, tend to buy their own equipment anyway.

I learned something as a result of your letter. I always
thought I'd have to deal with “anybody,” just like the distributor
has to deal with the location owner demanding his own
equipment if he has the cash to buy same. I can tell you money is
not the problem (we don’t have that much of a margin on a
subscription price). It’s the logistics of combing the list and
killing subscriptions that’s the issue.

Now, if magazines going directly to locations is your chief
irritant, you will be interested to know that both Tavern Sports
and Games & Leisure are going to bar owners and carrying ads
from “our people.” Tavern Sports’ newest edition has over 15
pages of ads touting coin-op products, and many were run by
prominent industry companies. It also touted attendance at the
AMOA show in New Orleans, but I think they did this without
AMOA'’s knowledge. Games & Leisure had a full page ad from
U.S. Amusement Auction carrying a photo of video games. Tell
my why this ad was run. Okay, I'll wrestle with my own situa-
tion. But please understand that these location magazines are
doing business (and carrying lots of stories) that may find their
way into your stops. Most every hotel has a bar, right? ed]

RePlay Magazine



Deluxe Edition

Bright, new graphics and
optional overhead scoring system
give Air Hockey by Dynamo even
more earning potential. The same
speed, excitement and long-term
player appeal will make this deluxe
table a sure winner in your location!

B Heavy-duty, long-wearing laminate
top; bright and easy to clean
B Player approved goal size and
table design
B Fastest table on the market;
premium blower and rails
B Centerline for tournament play
B Deluxe mallets and pucks (new,
"“quiet” pucks also available)

S

—
B Sturdy, all plywood cabinet
B Electronic scoring with digital read-
out (overhead scoring available
as option)
B High impact polystyrene leg system
B Easy access to electronics and
all parts
B Manual push chute (electronic coin
mechanism or twin drop chutes
also available)
® Easy removal of goal for service
® Deluxe model specifications: Height
31, Width 5113, Length 99'2,"
Weight 590 Ibs.

Dynamo Corporation

2525 Handley-Ederville Rd.
Richland Hills, TX 76118

Toll Free 800-527-6054

FAX 817-284-7606 + 817-589-7699

Air Hockey is a registered trademark of
Brunswick Bowling & Billiard Corp.

© Copyright Dynamo Corporation 1989



TOP SELLING GAMES

QUICK SILVER

CROWN
JEWELS 30

CROWN
JEWELS 80

CRANE TOY
GAME VENDOR

STATE-OF-THE-ART REDEMPTION GAMES
GaMCO INTERNATIONAL INC.
2153 10th St.; Sarasota, FL 34237
1-800-642-7263

813-366-1133 FAX: 813-366-1134

VIEWPOINTS

To Makers of Kits

I commend the technical aspects provided for
subscribers by Randy Fromm. His insightful ideas,
along with a few of my own, have made a tremendous
difference for me. For two years, I have been
putting together these kits, and have enjoyed it to a
point. If you are trying to sell a good game, then let’s
make it good!

We know when we are getting a good game, or
do we? There are some aspects that we would
like to see used. As one who spends a great deal of
time putting these machines together, I feel that
there are options that should be made available. If a
game could be justified at starting with 50¢ and
continued for 50¢, let’s do it! As time progressed,
we would offer the game starting with 50¢ and
continuing for 25¢. Finally, starting at 25¢ and con-
tinuing with 25¢, thus increasing our ROI and
making everyone happy.

A memory option would be a terrific option for
high score contest. Battery purchases would be an
additional purchase, yet well worth it.

When was the last time a game manufacturer
put a kit together in a Dynamo cabinet, with an
oversized control panel? Are they aware that the
panel overlay is too narrow? The Williams cabinets
(Stargate, Defender, Joust) are also wide. By making
the overlay wider, it looks ‘‘pieced together.” It
takes time and money to readjust the machine due
to the lack of a few inches. What is two inches?

Games hardware, the joysticks and buttons —
let’s use the ones that work. The molded contact
switched joysticks break easily. Microswitches are
less expensive and take up less space. They need
less maintenance and make it possible to place
buttons on both sides of the joystick. This allows for
right- or left-handed players to challenge the
machines on equal footing.

Thank you for the opportunity to express an
opinion and add some input. I hope that what has
been said can only improve the video arcade indus-
try. I thank you for all considerations.

Bill Karron
Funtime U.S.A.
Daytona Beach, Florida

LETTERS TO THE EDITOR — /f you have something to
say, RePlay has a place for you to say it. . . this ““View-
points’’ section. Letters should be mailed to RePlay Maga-
zine at P.O. Box 2550, Woodland Hills, CA 91365. While
letters signed ““Anonymous’’ are accepted and printed,
please send your name and phone number in case we have
any questions. Any questions? Call us at: 818/347-3820.
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Takin’ it to the streets:

SNK unveils the NEO-GEO MVS25-4

Features up to 4 games in one cabinet!

Hinged Marquee
Bezel for easy
changing of

title cards.

2 Stereo
Speakers

Unique electro-

. illuminescent

lighting highlights
featured game.

25" Horizontal
............. Monitor

(also available
Lexan Control . —— - S with 19/)
Panel

Change Games

in Seconds.
Player - Easy accessibility
Headphone to all electronic
Jacksand - B components
Memory Card thru front panel.
MVS25-6

features up
to six games
in one cabinet.

Included with every
MVS purchased!”

* NAM-1975 %

* Heroes who still have the scars of war
are called back to fight in NAM. They
must save the powerful doctor and his
daughter. Find out who the real
enemy is!

» Extensive use of plywood throughout.

H  * Realistic 2 player fighting action with
high quality sound and graphics!

* In-depth bookkeeping features.

*INTRODUCTORY OFFER ONLY

: SNK SNK Corp. of America 246 Sobrante Way, Sunnyvale, CA 94086 (408) 736-8844

© 1990 SNK Corp. of America



Dedicated game quality at a fraction
of the cost!

'S Great

» Voice
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* NAM-1975 %

* Heroes who still have the scars of war
are called back to fight in NAM. They
must save the powerful doctor and his
daughter. Find out who the real
enemy is!

* Realistic 2 player fighting action with
high quality sound and graphics!
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* BASEBALL STARS PROFESSIONAL %

* Players choose their teams.

* Tournament play, player vs. player,
even girls’ teams!

* Two stadiums to choose from.

* Non-stop action of the players as they
run, throw and bat.
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* TOP PLAYER’S GOLF %

* 4 professional golfers to choose from.
# Stroke, match & Nassau play available.

* 2 different courses utilize the player’s
golf skills in realistic golf situations!

/\;.«

20 games
available
by May *91!

* MAGICIAN LORD %

* Elta is a young magician who stands
up against a strong, evil presence
from another world.

% He travels and battles enemies while
searching for the book with the 8
magic instructions.

SNK Corp. of America 246 Sobrante Way, Sunnyvale, CA 94086

© 1990 SNK Corp. of America

(408) 736-8844
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SEGA SELLS ““TIME-OUT” ARCADE CHAIN TO EDISON BROS.

Despite strong official deni-
als, April’'s rumors turned
out to be true. Sega Japan
has agreed to sell Time-Out
(the national chain of 88
U.S. arcades with $33 mil-
lion in sales last year). Buy-
er is Edison Bros. Stores,
Inc. (St. Louis, Mo.), a
diverse retailer specializ-
ing in clothes and shoes. It
may seem an odd match at
first, but Edison harbors
big ambitions for its new
entertainment division. Last
year Edison purchased the
Dallas-based Dave and
Busters’ restaurant/enter-
tainment complex; earlier
this year, Edison bought
the Adventure Properties

Just one of the 88
Sega Time-Out
arcades sold to Edison
Brothers Stores, Inc.
With this most recent
acquisition, this retail
firm now hold about
140 entertainment
operations in about
30 states (they also
own Dave & Busters
and Space Port).

RePlay Magazine

Ltd. (48 *‘Space Port” ar-
cades). Combining all this,
Edison now has about 140
entertainment operations
in 30 states, noted Edison
chairman Andrew Newman
and prexy Martin Sneider.
Part of the Time-Out deal:
Sega will provide consult-
ing services to Edison. That
may be a clue to the future
plans of Time-Out topper
Arnold Kaminkow, who's
been running Time-Out
from its Fairfax, Va. head-
quarters. At presstime, we
had no information about
Sega’s reasons for the sale.
Edison execs alluded to
further expansion plans,
but not in any detail.
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AHEAD TO THE FUTURE AT DATA EAST PINBALL

While DE’s Pinball Division
continues with its hot Phan-
tom of the Opera, it’s a lit-
tle tough for us to sit on ad-
vance word of their follow-
up flipper, considering the
hoopla that hit Hollywood
May 21. The game will be
Back to the Future and ten
advance models made their
inaugural appearance at
the World Premiere of the
Back to the Future, Part III
movie that Monday night at
the Universal City studios,
rubbing shoulders with film
industry celebrities. Data
East celebs Gary Stern, Joe
(designer) Kaminkow and
the company’s new chief
Joe Keenan had the lineup
of pins set up at a Western
Extravaganza on studio
grounds that followed the
movie’s screening. Gary
says the game’s a beaut
and marries with the popu-
lar Back to the Future theme
(the new movie made its
public release May 24 but
with Phantom’s continuing
success, Gary doesn’t think
the new pin will be on the
market until early summer).
Western dress was the
ticket at the party and

shown below (from left)
with their ‘““coming attrac-
tion”’ are Data East cow-
pokes Joe Kaminkow, Kris

Avena, Jolly Backer, Joe
Keenan, Gary Stern and
Pete Gustafson.

TRADE VISITS D.C. & GIVES BOOST TO $1 COIN

They came, they saw, they
pressed the flesh. Yes,
around 200 AMOA and
AAMA members, families
and staffers went to Wash-
ington, D.C. to shake hands
and talk up dollar coins.
Tradesters met with mem-
bers of Congress and with
some mid-level White House
staffers during the trade’s
fifth annual Washington,
D.C. governmental affairs
conference. Lots of hoopla
(game tournaments, charity
benefits, adventure on the
FBI shooting range) mixed
with plenty of serious busi-
ness. The result: an whop-
ping increase of 20% in
Congressional support for
dollar coins. (See related
News Digest item.) Also,
tradesters are making solid,
comfortable friendships
with congresspeople. . .and
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Ohio Senator Al Dixon (center) is flanked by AMOA’s John Schumacher &
Jack Kerner, and AAMA’s Gil Pollock & Bob Fay at this year’s D.C. conference.

Full coverage begins on
page 41.

they're getting a toe-hold
on the White House staff.
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TRADE VET
MARVIN ROTH
DIES AT

CAR WHEEL

Marvin Roth, popular own-
er of Roth Novelty Co. in
Wilkes-Barre, Penn., had a
heart seizure while driving
his Cadillac back from the
golf course May 12. He was
pronounced dead at the
hospital afterward. Friends
and customers were shocked
since Roth, only 64, had
been a health fanatic who
jogged and worked out daily.
Son Phil had been mostly
running the business for
several years, so the com-
pany should continue to
function smoothly. But Mar-
vin Roth was a “‘bridge”’
from the old days to the
new, a good and special
man: polished, conservative
and religious. Read our ap-
preciation on page 107.

BELAM LANDS
2 NEW LINES

R.H. Belam (Hempstead,
N.Y.) has landed the N.Y .-
N.J. Romstar line (on a split
basis), plus the N.Y. Rock-
Ola line. “We’re having
our best year in a long
while,” enthused Belam’s
Simon Deith. Romstar’s
Snow Bros. is doing fine
and we're enjoying tremen-
dous success with Rock-
Ola’s CD jukebox.” By the
way, Belam is seeking
someone to handle a pro-
posed national U.S. sales
division for imports such as
the Sega Mega-Tech Sys-
tem and others.
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Roosta_Shoota

A NOVELTY
SHOOTER
THATS
DIFFERENT

® 100% skill
shooter

® Tickel
dispenser
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rotating
timer
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Width 30%"
e Depth 422"
® Height 72"

Imported Exclusively by:

COASTAL
AMUSEMENT
DISTRIBUTORS, .

601 Prospect St., Lakewood, N.J. 08701 e 201-905-6662
Telex: 132168 @ Fax: 201-363-6329
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JUKEBOX LICENSE GANG-UPS:
A VERY, VERY BAD IDEA

So far, three people have
called RePlay asking if it's
possible for two, three or
more independent jukebox
operators to somehow com-
bine themselves and buy
royalty licenses under one
name, in order to save
money on the sliding scale
(the first jukebox costs
$275 to license). One per-
son called ASCAP, which
said “‘no,” and we agree.
Even supposing three oper-
ations formed some sort of
“umbrella” paper corpora-
tion, the cost of incorporat-
ing wipes out any savings.
And then, remember that
one man'’s signature goes
on that master license. . .

so if another operator in
this supposed ‘‘combine’’
gets caught with even one
unlicensed machine, all
three could be sued for
copyright violation, and
perhaps fraud. Also re-
member the enforcers are
going to be much more ag-
gressive this time around.
License your boxes, guys,
and no tricks with the
paperwork. The more box-
es we license, the lower
next year’s cost can be.
For information or applica-
tions, contact Melonie Kris-
ner, manager of the Juke-
box Licensing Office, P.O.
Box 5458, New York, NY
10185; 212/768-4330.

AMOA EXPO ’90 (NEW ORLEANS)

NEAR SELLOUT

Over 90% of booth space
for AMOA'’s Expo '90 was
sold out at presstime. The
Oct. 25-27 event at the
New Orleans Convention
Center can take 673 booths.
By mid-May, 611 of those
had already been sold. (155
firms have signed up for
that space.) Registration,
housing and program info
for the show should be
mailed out soon, said
AMOA. The association ex-
pects over 8,000 tradesters

2527
ber 2527
Octol !

to attend. For more infor-
mation on exhibiting or at-
tending, contact AMOA at
312/644-6610.

TMNT COUNTERFEITERS —

What were these Korean
defendants making and
selling? Phony Teenage
Mutant Ninja Turtles boards.
Konami owns the world-
wide copyrights to this
video game, of course. On
March 26, Seoul Metropoli-
tan Police apprehended 13
suspects; at least nine are
expected to face criminal
prosecution. This accord-
ing to Japan’s Game Machine
magazine, reporting an an-
nouncement by Konami Ja-
pan. The magazine also cit-
ed local newspapers which
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reported the arrest of Ri
Sang Phil, president of Pole
Electronics. Phil allegedly
made 270 counterfeits in
his father’s basement, selling
260 to a broker who then
resold them to Bokum Elec-
tronics. Konami has sold
25,000 Turtles in America
and Europe, with more pos-
sibly coming, but no autho-
rized versions had been
sold in Japan at presstime.
Konami President-Fumihiro
Hishikawa vowed to wipe
out counterfeiting by mak-
ing it technically impossible.

LONG-TERM PROSPECTS FOR $1
COIN: PROMISE, BUT PROBLEMS

As this section went to
press, the number of Con-
gressmen supporting the
dollar coin was up to 27 se-
nators and 127 representa-
tives. Backers hope for a
vote later this year. Planned
April 25 hearings in the
relevant House committee
were rescheduled for late
May, when the Government
Accounting Office was to
release its report on the im-
pact of dollar coins. The
report was expected to be
generally positive. “‘I think
chances are now good that
our legislation will pass,”
said AAMA'’s Kerry Shar-
man, who keeps a close eye
on developments from near-
by AAMA headquarters.
Will a dollar coin really

help the trade? Yes. Cana-
da, Great Britain and Aus-

tralia all have cut-throat
operator competition (just
like us), but their operators
enjoyed real income boosts
with dollar (or pound)
coins. Trouble is, the dollar
coin won't become familiar
to Americans until 1993
soonest. And Congressional
spines may be stiffening on
the crucial issue of killing
$1 bills. Bottom line: keep
pushing for dollar coins,
but address higher play-
pricing now!

ATARI BOWS 2 VIDEOQS,

Atari’s distributors crowd around the new product at the firm’s dealer

meeting held in the gorgeous Four Seasons hotel on Maui in Hawaii.

Maui means water sports
and that was the theme of
Atari’s new dedicated
Hydra (provided your
‘“‘sport” is shooting from a
hydro boat). The game,
along with a kicker/punch-
er called Thunder Jaws
and a clever non-video re-
demption piece named
Gumball Alley, debuted
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for Atari distributors at the
factory’s 17th annual meet-
ing on the famed Hawaiian
isle. Held at the new Four
Seasons, the tropical set-
ting had lots of fun social
and sporting events besides
the business stuff. Read
our pictorial, starting on
page 74.
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Bo don’t know soccer.

Leland does.

The Leland Corporation
1841 Friendship Dr.

El Cajon, CA 92020
619-562-7000



INDUSTRY LEADERS BOOST VIDPOKER
AT NAT’L GAMBLING REGS CONFERENCE

The National Assn. of Gam-
ing Regulators of America
(NAGRA) met May 16-17 in
Bismarck, N.D., giving peo-
ple such as the New Jersey
Commission on Gambling a
chance to hob-nob with
their counterparts from the
California Lottery Commis-
sion, etc. NAGRA are the
folks who can influence
legislatures back in their
home states to support (or
oppose) legalization of
video pokers. That’s why

s

AMOA Government Rela-
tions Chairman Wally
Bohrer and AAMA Exec VP
Bob Fay both spoke to the
group. Bohrer explained
how private enterprise (op-
erators) can run pokers
more efficiently than gov-

ernment, with less down-
time, higher earnings, and
bigger returns to players.
Fay’s message was unknown
to us at presstime. By the
way, AMOA plans to set up
a vidpoker gameroom for a
national convention of state
legislatures in Nashville
later this year. AMOA will
also send a representative
to London for a 1991 world
gaming conference. Poker
certainly seems to top the
AMOA agenda these days.

RAY MUSCI — TAKING THE HIGH ROAD

Popular Ray Musci (former
Data East exec) has offi-
cially formed a new video
software company called
Ocean of America, Inc.
Headquartered in San Jose,
Ray'’s already signed a
third-party license agree-
ment with Nintendo and
should be exhibiting Ocean'’s
first game or games at the

UP & RUNNIN’

Atlas Distributing’s new In-
dianapolis branch opens
for busines this month at
1341 Sadlier Circle So. Dr.
Under Manager Jim Abbett,
the 8,100-sq.-ft. facility has
lines, and also such personnel
as Jim McNalley in vending
and Jill Reams in parts.
Call them at 317/322-0104.

June C.E.S. show, expecting
to begin shipping product
for both the N.E.S. and
Gameboy systems later in
the year. Ray also has
plans to enter the coin-op
market within thenext twelve
months in one way or an-
other. “Products won't ne-

BIG BUCKS EARNED
BY SEGA’S GALAXY FOHCE

Several operators who have
Sega’s upscale, deluxe ride
simulator Galaxy Force II
(with its more-enclosed
cockpit canopy, etc.) are
still reporting phenomenal
earnings. Indeed, for some
arcades this attraction is
their top-earning piece, bar
none. So why isn't the game
listed on our equipment
chart? Well, under 15% of
reporting operators say
they have one, and that'’s
just not enough to make our
listings. We ran this Sega
simulator a couple of times
under ‘‘Best New Uprights.”’
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If more operators had it,
the game might have been
charting since January.
That, friends, is the literal
definition of a “‘sleeper hit."

cessarlly be limited to video
games,”” he advises. While
he’ll be bringing on more
people over the next few
months, right now Ocean'’s
presidential duties include
(in his words) ‘‘sales, mar-
keting, accounting, shipping,
receiving, receptionist,
night watchman and jani-
tor. But boy is it fun!"’ All
good fortune to this ace in-
dustry gent.

CIRCLE K
FILES CH. 11

As if operators in conveni-
ence stores need more bad
news, the Circle K chain
(4,600 stores in the USA)
filed for Chapter 11 bank-
ruptcy protection May 15.
Second in size only to
Southland (7-Eleven), CK’s
collapse reportedly stemmed
from costly interest loans
made for buy-outs. South-
land itself could be in bet-
ter shape, as it presently
looks for a cash injection
from either a buyer or new
partner. CK's daily opera-
tions will continue as usual
while the company reorga-
nizes its finances. A press
release said CK ‘‘will be
contacting each of its key
vendors to seek their co-
operation.” Now, that
doesn’t exactly mean game
operators, although this de-
pends on the specific way
collections are handled in
each case. From what we
hear, overall C-store collec-
tions have not been good in
a while. This news is hard-
ly welcome.

MARS ELECTRONICS NAMES
TEKBILT AS SERVICE CENTER

MARS €1 ecmomcs

Factory Authar/zed
EI'V/C[’ ( P"{()r

From left to right, Tekbilt President Buzz Bruner, Mars Customer Support
Manager Mike Graham, Tekbilt’s Gene Tomlin and Helene Lyons.

Mars Electronics has named
Tekbilt Inc. (Huntingdon
Valley, Penn.) as its 32nd
Mars authorized service
center. . .and the first such
center dedicated exclusive-
ly to games and amuse-
ment. Mars’ national sales
manager for games and
amusements, Steve Kinder,
said the industry is impor-
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tant to Mars and that Tek-
bilt’s track record makes
them a good partner. Tek-
bilt prexy Buzz Bruner said
two techs will be dedicated
to servicing Mars’ bill ac-
ceptors for games (the VFM2
and VFM4); more will be
added as needed. Tekbilt’s
phone is 800/666-7776.
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GET PROFITS SOARING
WITH THIS GREAT KIT!

KONAMI® is a trademark of Konami Industry Co. Ltd.
LIGHTNING FIGHTERS™ is a Trademark of Konami Inc.
© 1990 KONAMI Inc. All Rights Reserved

KONAMI*

KONAMI INC. » 900 Deerfield Parkway * Buffalo Grove, IL 60089-4510
Phone: (708) 215-5100 « FAX: (708) 215-5144 « Telex: 6871385 KONAM UW
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Eye on the 45

Ohio stages jukebox record summit; call it “Shakespear at the Ramada”

f the Bard of Avon at-
tended the May 18 juke-
box music seminar pro-
duced by the Ohio Coin Machine
Assn. and was asked to lend a title
to the event, it wouldn't have been
“The Tempest’’ as some expected.
For while the operators in this juke-
box-intensive state are concerned
about the “‘slowly disappearing’’ 45
vinyl single, the more appropriate
title would have been ‘“Much Ado
About Nothing.”” That was the at-
mosphere at the Ramada North
where the meeting took place about
the good old 45.

All these operators (and there
were many in the audience) want is
an ‘“‘orderly transition” into CD.
Right now, they seem quite satisfied
with the supply of new titles avail-
able at one-stops, dwindling though
it may be in certain parts of the na-
tion. Their lack of complaints during
the long meeting (9:45AM until
2:00PM, broken up by lunch) clear-
ly suggested that they are still able

The panel: Ed Adlum
snapped the photo
(he was moderator),
so he’s better found
on our “Publisher’s”
page. Seated left to
right are Ted Howell,
Sam Atchley, Rus
Strahan; standing
from left, Paul
Scribner, Bob Hesch,
Wally Bohrer and (far
right) Joel Friedman.
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The audience was lively as you’d expect with this 45/CD subject on the table. They like CD, want an

orderly transition from 45s and were very curious about the steps being taken to combat unlicensed ops.

to buy enough good new 45 titles.
The meeting also showed two other
things: they may not be ‘‘crazy”
about the investment cost going in-
to CD hardware and software, but
they do like those increased collec-
tions.

The seminar was chaired by
RePlay Publisher Ed Adlum and
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paneled by speakers ranging from
jukebox manufacturers to record
suppliers. The jukebox makerswere
Joel Friedman (Rowe), Bob Hesch
(Rock-0Ola), Rus Strahan (NSM/Loe-
wen) and Paul Scribner (of Pioneer,
new member of the CD jukebox com-
munity).

On the software side were Wally
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Bohrer (Record Source Int’l. part-
ner), Sam Atchley (AMOA’s music
liaison rep) and the venerable Ted
Howell (Mobile Record Service one-
stop). Like the manufacturers, each
software rep gave his position on
the 45-to-CD transition, keeping ‘‘ad
talk’ to a minimum but addressing
just about every other subject per-
tinent to this historical transition in
coin music not seen since the 45
replaced the 78.

As Bohrer (also a former AMOA
president) stated: ‘“Many things
that affect the coin amusement in-
dustry start here in Ohio.” It was a
good setting for this timely meeting
and all important trade papers (Play
Meter and Vending Times, along
with RePlay) had key reporters
there to get the results out to their
extended readership. Operators
were invited to interrupt the speak-
ers with questions at any time dur-
ing the lengthy chat, grab coffee
supplied in the back of the room
whenever they wished and general-
ly pretend they were in a round-
table group of only five. The relaxed
mosphere worked.

Okay, what was learned? Plenty.
Adlum threw a line out that pretty
much tagged the whole controversy
about the 45, saying: “If you talk
with five operators and five one-
stops and ask how well or how bad
they're doing getting the records
they want, you’ll get ten different
answers.”’
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Mobile’sHowellsaid, ‘‘Only three
of the top 20 titles listed on Bill-
board’s new Hot 100 chart are pres-
ently unavailable. And let’s face the
facts: jukebox operators basically
want only the top hits. Many of the
titles down below the top 20 aren’t

“CD is the future of the
business. . . but if an
operator came to mem
and asked if he should
buy a new vinyl 45 box,
I’d say to go ahead and
buy it.”

— Ted Howell

yet available,”” he advised, ‘‘but
when the demand is there based on
orders, you often see them become
available.”

Howell, along with Cleveland
one-stopper Charlie Young (speak-
ing from the audience) agreed that
the new ‘‘one way’’ sales pattern
with singles (i.e. no returns of un-
sold merchandise) has gone yards
toward helping the 45 situation. The
profit margin to the labels is guaran-
teed this way, although some one-
stops apparently aren’t stepping up
to the plate when ordering some
titles.
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Mobile’s Ted Howell gets
respect when he talks
because he knows what he’s
talking about and comes
armed with the buying
power of Mobile. His anthem
is essentially that operators
buy hits, that the vast
majority of those hits are
available (at Mobile at least)
and if the record labels
ultimately phase out of vinyl
singles, “someone” will be
there to license the songs
and press them for
operators.

“Yes, there are problems order-
ing certain records, but if the one-
stop takes a shot at the right titles,
doesn’t over-order, he should have
most of the goods the operators
want,”’ said Howell. Charlie Young
‘thanked the AMOA reps for what-
ever role they played in getting
the one-way single. “‘It’s really im-
proved the business,”” he declared.

Still in all, there are trade people
complaining about the paucity in
'singles availability. A technological
bulldozer has driven over the retail
'singles business in the form of the
‘cassette single (the dominant form
of a ‘“‘single” today in sales terms)
as the operators watched with star-
ring eyes. A one-stopper in Califor-
nia estimates that over 90% of *‘sin-
gles” sold today on the retail market
are cassettes. Ted Howell disagreed
|at the Ohio meeting, saying it ran
lower than that.

In any case, the “‘silly”’ idea of
putting new songs onto cassette sin-
gles has caught on and apparently
Ithe labels like it. They do not like
vinyl, and that not only covers sin-
gles but LPs as well, as CDs and cas-
settes continue to swamp vinyl in re-
tail sales. Less than 5% of retail
sales come from the vinyls these
days and dire thoughts about killing
off all vinyl production continue to
pop up in the trade papers. (P.S. On-
ly aminority of key record retailers,
\we understand, offer 45s today!)
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Howell said these trade paper
stories only add fuel to the flame. He
is quite confident that singles, for
one, will be around for five or ten
years, maybe (as he said) “‘forever.”
If a label happens to drop out of
vinyl singles, then Howell expects
someone to come along and license
new songs and make them available
to operators.

Wally Bohrer, speaking for RSI,

said his ‘‘new”’ service (purchased
from Billboard Publications), is
presently selling singles on a sub-
scription basis (6 per month) to juke-
box operators at a price just pen-
nies higher than they are at the
one-stop. He further advised that
RSI will be in position to order rec-
ord pressings of unavailable 45s if
the orders are there. When *‘press-
ed” for a quantity, Bohrer said, “‘I

ILLUMINATED PUSHBUTTONS

H

ILLUMINATED PUSHBUTTONS from HAPP are
available in a large variety of standard and
custom colors, sizes and shapes. Modular
construction fits wood or metal control panels.
Special legend lettering designs are available.

PLUS HAPP standard and custom:

W Joystick Controls
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think that if we saw the need for
35,000 orders, we could have them
pressed.”

This involves licensing, a curious
subject since record companies
seem to be in a weird position on
this. Apart from the legal contracts
and pricing negotiations, they ap-
parently have to offer non-exclu-
sives on licensing. Without actual-
ly saying so, Howell inferred that
Mobile was also in a position to
license hot songs for 45 pressing.
And if high quantities are required
by labels, Mobile could always en-
list the support of other one-stops
also needing these 45 titles.

“Independent pressing licens-
ing could happen, but the licensor
would probably have to be one of
the bigger suppliers,” Howell added

“The record business has
a conscience . . . believe
me they have a
conscience and care
about the jukebox opera-
tor. | can guarantee that.
I talk to these people and
I know this.”

— Ted Howell

(Mobile is perceived to be one of the
bigger, if not the biggest, one-stop
singles supplier to operators in the
nation). “We're already helping
some competitors with orders on
singles today.”

Howell made some other telling
points. “‘I see at least two more
years before anyone has to worry
about licensing songs for 45 press-
ing. And, I'd like to take issue with
this 250,000 figure. . . this published
number of jukeboxes on location in
the country. By my knowledge, there
must be over 400,000 jukeboxes out
there. Look. CD is the future of the
business and it’s business Mobile
likes to have,” Howell declared.
“But if an operator came to me and
asked if he should buy a new vinyl
45 jukebox, I'd say to go ahead and
buy it,” he declared. (When asked
how many new vinyljukeboxes were
being ordered from the factories
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Wally Bohrer addressed the Ohio audience, saying RSI is not really a competitor to the one-stops
but more of a partner in the distribution of singles. He sees at least five more years of singles
production from the labels, but RSI could very well be “there” to fill the gap if they’re not.

these days, Joel Friedman of Rowe
shook his head, indicating it was
way down in favor of CD hardware).

Some from the audience wonder-
ed if the recording industry really
gave a good hoot about the jukebox
operator, feeling that all these years
of interactive work may be down the
toilet on the altar of better money
from other musical configurations.
Howell made a benchmark state-
ment: ‘“The record business has a
conscience. . . believe me, they have
a conscience and care about the
jukebox operator. I can guarantee
that. I talk to those people and I
know this.”

Wally Bohrer discusssed the new
jukebox performing license fee
schedule and said this ““rollback” in
fees was directly attributable to the
lobbying work done by AMOA in
D.C. Bohrer said, ‘“The jukebox in-
dustry is better today, and not only
due to the CD coming in but also due
to the public relations effort your
national association has mounted.
The 100th anniversary of the juke-
box was a most effective promotion.
Combined with our work in Wash-
ington, I don’t think there’s a repre-
sentative on The Hill who doesn’t
know about our business,” he ad-
ded. (Bohrer’s work in Washington
has indeed placed him in respect
there: he’s been invited to attend
George Bush’s upcoming birthday
party.)

Bohrer says RSI's program is via-
ble and not designed to hurt the
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traditional one-stop business. He
hasoffered the one-stops the chance
to participate in a commission for-
mat (RSI picks new titles and ships
records directly to operators, along
with additional promotional infor-
mation on subscriptions). ‘‘Look,
jukeboxes are coming back up and
are going back into some locations
that discarded them,” he stated.
““We want a smooth transition into
CD like you, and we'll be there with
45s for the years it takes to make
that transition complete, be that two
years, five years or longer. And we
truly want the traditional one-stop
a part of this.” (Bohrer also stated
that RSI might actually supply one-
stops with goods on a direct basis in
addition to their operator subscrip-
tion service.)

AMOA’s record company liaison
Sam Atchley said his job was essen-
tially to create as much noise about
the jukebox business as possible at
the record label’s door. They've al-
ready done successful promotions,
not the least of which was the Love
Month (which Sam said helped sev-
eral artists up the ladder) and the Is-
land Records promo on the Cryin’ &
Drivin’ single contest to name the
missing words in the lyrics (Sam
said Island got around 45,000 re-
sponses from jukebox location peo-
ple on that one).

Atchley also advised the Ohio
group that AMOA, along with oper-
ator Randy Chilton and RSI, was
working to create a most-played
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jukebox record chart and that Bill-
board was interested in printing it.
Bohrer also said the normal trade
papers serving the industry would
be able to print it as well. Atchley
said that chart alone would show
the record business‘‘the clout we
have and return us to a better posi-
tion of prominence in their plan-
ning.”

In the last analysis, it seems just
bout everybody in the meeting was
resigned to the fact that the 45 sin-
gle will eventually go the way of the
dodo bird. Question is, how long?
Thanks to the measures mentioned
above, it's quite probable that the
last bastion of this configuration
will be the jukebox because (for one
reason among others) the general
public finds 45s difficult to play on
home turntables, if in fact they even
have a turntable today.

In a private aside, Adlum said
most of his daughter Ingrid’s friends
don’t even have a turntable at home
(CD and cassette hardware is the
ticket) and she’s 21. Adlum also
remembered the night Johnny Car-
son was handed a promo 45 on his
TV show and said, ‘“They still make
these things?”

JUKEBOX LICENSE

In truth, the Ohio operators were
much more warm to the subject of
jukebox license compliance than
they were to the disappearing 45.
Bohrer discussed the new sliding
scale (saying we actually scored one
of the truly rare price rollbacks in
copyright royalty legislation and
that licenses will get cheaper as
more operators buy them). “We’'d
probably be paying $80 a box right
now if we didn’t lobby so hard,”
Bohrer declared.

He was proud the association got
amnesty for unlicensed operators
(but that will wear off if they don’t
come across) and that no jukebox
serial numbers are required under
the new program, enabling ‘‘stick-
ers” to be switched from machine to
machine at the operator’s whim.
“But we were not successful in
getting quarterly payments nor in
bringing the video jukebox into the
new program,’’ he offered.

Rowe’s Joel Friedman said, “The
license for the video jukebox has to
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be negotiated by the location own-
er with the various performing soci-
eties.”” By the way, Bohrer stated
that the location owner is as liable
to suit from the performing societies
for having an unlicensed music(non-
video) jukebox in his place as is the
operator. This could go far in stim-
ulating more operators to purchase
licenses, as will the fact that travel-
ing society “‘policemen”’ (as Bohrer
calls them) will now get a commis-
sion when they nail an unlicensed
operator where they didn’t before-
hand.

Shouts from the audience clear-
ly showed the operators’ anger at
those who haven't yet licensed their
music jukeboxes. And, it seems
some may be angry enough to report
violators directly to authorities.
If you’re angry, all you need do is
phone or write to the Jukebox Li-
cense Office, P.O. Box 5458, New
York, NY 10185; telephone: 212/
768-4330.

On the licensing subject, a lady
operator from the audience vented
her spleen against the performing
societies for the lack of enforcement
against locations that use big screen
TVs and cable. ‘“They’'ve done noth-
ing about this in my area!” she
shouted. Bohrer said, ‘‘This is an en-
tirely different thing from our situ-
ation. That’s between the societies
and the locations.”

WORKING WITH CD

No question, Ohio likes the CD
jukebox. This seminar addressed
the difference in record program
ming and many thoughts on the sub-
ject came out. For instance, NSM’s
Strahan warned the operators to
carefully read the lengths of time

the CD album cuts run before buy-
ing. “If we're selling time, then
you should take notice of the song
lengths,” he said.

“For example, there’s a Madonna
tune on CD that runs 14 minutes,
while the 45 version runs under 4.
I checked a whole bunch of CDs for
this a while back and noticed that
the cuts average between 6 and 8
minutes in length,’’ he added. Stra-
han also smiled when he said, ““Tjust
know all of you are pricing your CD
selections three for a dollar or bet-
ter, right? Right?” Mild laughter
followed.

To report unlicensed
operators, contact:

Jukebox License Office
P.O. Box 5458
New York, NY 10185
(212) 7868-4330

When the subject of buying CD
boxes with both coin and dollar-bill
capability came up, it seemed the
operators liked having this option
for players. Rather than only set
them on dollar acceptance, they like
having the ‘‘backup’’ with coin in-
take in case the bill validator fouls
up and also to allow people to play
who may not have bills.

CD hit tune compilations was the
next subject. Ted Howell admitted
he didn’t care for the idea (he also
said, “Iwould never buy a CD album
if it didn’t have at least one hit sin-
gle cut on it”’). George Haydocy,
former Seeburg sales rep in Califor-
nia, said his former employer issued

L, UESELONLY
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two hit compilations, ““but we found
it took too long to get the whole pack-
age together in a timely fashion
and also that different song tastes
around the country posed a prob-
lem.”

Scribner’s Pioneer is active in hit
compilations. ‘“Yes, the key is timing
and being correct in telescoping
which new tunes will be hits.” How-
ell responded, ‘“You've got to be
awfully clever to pick tunes that
early’”’ and Scribner rejoined, “‘Our
licensing agency ran a test on that
very subject just before they got ac-
tive with us and their track record
showed them picking 80% hits.
That'’s pretty good.”

Atchley said, ‘*“With the growing
clout we're gaining with the record
industry, maybe downstream we’ll
be able to get one or more of the
labels to issue hit compilations of
the tunes that are cooking for them
and for the other labels they distrib-
ute. Who knows?”’

Finally, talk drifted to the CD sin-
gle, the 3" silver disc that never
made points on the market. Fried-
man said that certain labels are is-
suing CD singles to radio stations to
promote new tunes. ‘‘Maybe one
day the labels, a couple of them any-
way, will make these promo items
available to the jukebox operators.”
We'd have to pay for them, pre-
sumably, but it's always possible
that certain ‘‘jukebox savvy’’ labels
might put a couple of larger opera-
tors on their freebee promo list for
a disc or two to get something going.

WINDUP

The meeting went right to the
wire and was stopped when Ohio
association administrators Paul
Corey and Judy Martin rang the
“time’s up’’ bell and thanked the
panelists for coming out to Colum-
bus. Next order of business was the
trip over to the Ohio Expositions
Center for their trade show. Sever-
al other business meetings took
place over the following days, but
the jukebox music one was certain-
ly a successful way to kick Ohio’s
Expo 90 off. As they say, a lot of
good things happen in Ohio. (Due to
a tight deadline schedule, RePlay
will not be able to report on the Ohio
trade show portion until next issue.)
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Combatribes!

New! New! New!

Hot! Hot! Hot!

The friendly, low-key pros at
American Technos would never ap-
ply such overblown hype to them-
selves and their product. But modes-
ty aside, triple adjectives are ac-
curate these days. The U.S. subsidi-
ary of Technos Japan has a new kit
called Combatribes, and it’s hot.

Technos also has a beautiful new
site in their newly-adopted state of
Oregon.

And they have some new support
staff to serve the industry.

Sometimes you just have to smile
and take the compliments.

NEW GAME

We’'ll start with that hot game.
Test reports on Combatribes were
“burning up”’ the distributor-opera-
tor grapevine as we went to press.
This magazine does not print dollar
figures, but reports from Northern
and California test sites put Comba-

Seen here is part of the team for Technos’ new video, Combatribes. Software engineer Mr.
Mishimura (from Japan) is pointing to a monitor in the rear. Seated at the keyboard is another
software engineer, Mr. Saito. And in the foreground is Mr. Shibata, designer.
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jam two words together — “‘combat” & “tribes”
to spell “big hit”’ for newly-relocated American Technos

tribes into the earnings range
achieved by the industry’s strongest
video games. ‘““As we go into our
fifth week of testing,” said Technos
execs at presstime, ‘‘those numbers
are holding very, very steady.”

American Technos had a ready
explanation for their latest success.
“Double Dragon, which Technos
Japan produced in association with
Taito, was the first street-fighting
game to become a mega-hit,” stated
VP of Sales Aldo Donnaloia. ‘‘Now
we're following up with another
very strong game of this popular
theme, the two- or three-player con-
version Combatribes. Good games
that really sell in high quantity are
few and far between these days,”
Aldo added, ‘‘but earnings of Com-
batribes shows we’ve got one! We
are anticipating good sales.”

By the time this magazine arrives
in the mail, actual production units
should be available through autho-
rized distributors. The game is for
horizontal monitors and boasts the
option of making Combatribes a
two- or three-player unit. That is,
it converts either a two- or three-
player cabinet. The number of play-
ers may be operator-selected via
dipswitch. ‘“That option is very at-
tractive to operators,”’ stated Aldo
Donnaloia.

Gameplay offers three hero char-
acters: Berserker, Bullova and Blitz.
Players move through six stages, set
in modern-day street settings. Back-
grounds include a downtown street,
an amusement park, a disco roller-
skating rink, a baseball stadium
and an office building. Heroes fight
their way through these backdrops,
using some unique wrestling-type
moves (such as the ‘“Feet Swing”
and ‘“‘Double Elbow Bash”) to polish
off a wide variety of colorful bad-
dies. (An especially funny set of bad
guys are ‘‘Martha’s Splatterhead
Twins.””) The final confrontation
with the ultimate baddie takes place
on the docks.

RePlay Magazine



]

| « The year is 1999. The setting is a futuristic game & o ¢ T ¢

, show that is dominating the ratings where contestants l:ftgjl'-r meeR=0 = " ,rL{?:
compete not just for cash and prizes—but also for their : i : H ‘J

! survival—before a live studio audience! Each contestant g, HRE%EZEE [ LEELY

is armed with an arsenal of high-tech weapons and
power-up devices ranging from grenades and lasers to
smart bombs and force fields. Their challenge is to enter

] enclosed arenas to do battle with legions of drones,
mutants and, ultimately, the most powerful boss
monsters known to man, including Mutoid Man

) and Scarface.

NN ’.' ‘K—‘ A

== ,\0 -

Only delivers such a sensational storyline and
the type of innovative technology today’s players are looking
for. In fact, has more of everything! There’s more
enemies on-screen at a single time, more firepower, a full 32-
bit hardware system, greater sound fidelity, more speech
than ever before in a video game and built-in averaging
for more customized levels of play and improved, long-
term earnings strength. Diagnostically, is
acut above with in-depth, easy-to-utilize bookkeeping
" functions and ‘more operator adjustable settings
than ever before, including violence controls
\ depending upon location needs.

\ TV is available in a 25" .

’ monitor.. p ., i

0 il N o R %5 ?1

» alf & ' =@ "~ ol
el n it %

(alt /- . % e ;
S ; ® s
’ : r:""g.;':: :‘ ’.' ﬁ.» .ouumm‘n. D ~‘
\ ¢ R AL TP
) )

BV % 3401 N. California Avenue

A ~ i Chicago, IL 60618
3 | (312) 267-2240, Telex 253095

' Fax (312) 267-8435

v f NOTICE: “SMASH TV" is a trademark of Williams

oy
-\Cﬁ e i }\ 529 e e ?'.
'{ gnaaun innuaa% -

Electronics Games, Inc. © 1990, WILLIAMS P Gt E SRS
ELECTRONICS GAMES, INC. Patents pending. ; : = DiStribufh




NEWS FEATURE

The newly-purchased HQ of American Technos is located in a Portland suburb called Beaverton.
Right next door to Beaverton’s brand new city hall, the prestigious new site is about 10,000 sq. ft.
and contains coin and consumer sales headquarters, plus storage and spare parts warehousing facilities.

which to sell it. As of May 1, they
moved to a 10,000-sq.-ft. facility in

the suburbs of Portland, Oregon.
(The firm had been working out of

NEW HEADQUARTERS

Besides a hot new game to sell,
American Technos now boasts an
attractive new headquarters from

Southern California.)

“Ourkeypeoplelook to Oregonas
an up-and-coming, growing state,”
said VP Aldo Donnaloia. ‘“Oregon
has great growth potential, and we
hope to grow along with the state.
Also, the Northwestern states are
increasingly seen as the gateway to
the Pacific,” Aldo advised. ‘“We like
the fact that the flight between Ore-
gon and Japan is an hour or two
faster that between Japan and L.A.
or San Francisco. Our new location
also means seagoing shipping time
for product is a day or two shorter.
Besides,”” Aldo smiled, ‘‘the air is
cleaner, the trees are greener and
it’'s a fresh, uncrowded environ-
ment!”’

Refurbishing of the 10-year-old
building took place in March, but as
stated the move became official as
American Technos opened for bus-
iness at the new site on the first
of May. Address and phones are:
American Technos, Inc., 4805 S.W.
Griffith Dr., Beaverton, OR 97005;
503/643-9768. Fax is 503/644-1482.

The Technos folks are very proud

It's Time 1o

Betson and Crompfon
have done it again

e A one-player pusher in
the Crompton Klondike tradition

e Rock 'n’ Roll offers more player
control than ever before

e Ticket or token redemption
plus an optional “ticket every
time” feature

DIMENSIONS:
Length 26"
Width 31~
Height 63~
Weight 440 lbs.

IN N.J. (201)
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Rock'n'Roll

BETSON ENTERPRISES

6 EMPIRE BLVD., MOONACHIE, NJ‘07074
440-2200 * TOLL FREE 1-800-524-2343

FAX (201) 440-4463
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of their wholly-owned new site.
“Normally in the past, coin-op bus-
inesses rented warehouse space
and then added offices up front,”
Aldonoted. “Wedid the reverse: we
acquired a nice office building and
converted about a third of it for
warehouse functions.”

NEW FACES

Some new faces will be seen in
Technos’ new digs. Glenn Kalhar
joined American Technos just prior
to the March ACME show; he serves
as the firm'’s credit manager. Rich-
ard Vanden Brink and Shelly Brown
are two new additions since the
move; they will keep office opera-
tions moving smoothly.

Of course, VP Aldo Donnaloia
and Sales Manager Greg Rice, both
coin-op veterans, remain the ‘‘front-
line troops” as far as operators are
concerned. Both men are low-key,
approachable fellows. Their friend-
ly smiles and relaxed, no-bull ap-
proach to the business make them a
pleasure to talk to.

While Technos is anxious for
operators to check out Combatribes,
they're also reminding folks about
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Block Out, their 3-D puzzle game.
Block Out began shipping late last
fall, and is still shipping. This kit
was a ‘‘sleeper” with real quali-
ty, as all who played it can attest.
Weekly earnings may not be in the
zillions of dollars, but the classic
theme could conceivably help this
game last on operators’ routes for
many years. The game is now avail-
able at a discounted price, Technos
advised.
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Pictured here are
some of the crew at
American Technos.
Standing are credit
manager Richard
Vanden Brink,
coin-op sales director
Glenn Kalhar, and
sales support pro
Shelly Brown. Seated
are Mr. Tomiyama
(director of R&D,
Technos Japan) and
American Technos
VP of Sales Aldo
Donnaloia. Not in this
photo, but pictured
below: Sales Manager
Greg Rice.

Meantime, Combatribes is slated
for immediate shipment to eager
trade members, and the future looks
bright for American Technos. They
are ready to provide the industry
top games and top earnings, without
hype.

“We are a committed coin-op
game developer who will continue
to create games for both the Japan-
ese and the American markets,’” Al-
do Donnaloia stated simply. “We
will do our best to keep coming up
with games that distributors, oper-
ators and players appreciate!”’

“Nintendo and Sega run TV
ads pushing their home
systems. Why can’t they

spend a little of their profits

on coin-op on TV? | wouldn’t
mind If kids ran to the local
7-11 to find the new game
they sawona TV ad.”

— a Players’ Cholce reporter
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Custom Tokens shipped in
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"“Quality is our family tradition”
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by Marcus Webb

Coin-op video is beginning to *‘find
itself’”” again. Video has learned to live
with economic justice: strong games
sell (and earn); weak games don't.
Other categories are growing, but with
numerous hits earning top dollar,
video is still King of Coin-op. When
operators call each other to ask,
“What’s earning?’’ they don’t mean
gumball machines.

Why state such obvious facts?
Well, a year ago this publication was
routinely accused of being ‘‘too much
in love with video. "’ Lately, we’re rou-
tinely accused of being “‘too down on
video. "’ Actually, neither is the case.
Video has strengths and weaknesses.
Both are legitimate news.

To those who are “‘down’’ on vid-
0. we remain boosters. Before video,
this industry earned $1 billion per
year. Today coin-op is many times
that size, and video games are the
major reason. Despite problems (the
yen, home games, failing C-stores),
video remains our bulwark.

To those “‘in love’’ with video: like
you, we’re also realists. Many manu-
facturers (even those with white-hot
product) volunteer that today’s mar-
ket is “'soft’’ for many “‘other”’ fac-
tories. Sure, profits are still big for
everyone who makes, distributes or
operatesa hit. . . butit’s also true that
1990 hits get smaller production runs
than 1987 hits did.

No gloom and doom here, how-
ever. We acknowledge today’s great
games. High earnings are going to ti-
tles like TMN Turtles, Final Fight, DJ
Boy, Galaxy Force, Smash TV etc.
We've got hits.

We also share in the wave of rising
confidence in video’s future. Good
omens: some impressive start-ups
are getting ready to enter coin-op
video manufacturing. Home game
slowdowns are being carefully
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watched for signs of possible coin-op
counter-trends. Operators of all sizes,
we're told, are thinking about open-
ing more video arcades!

And why is Williams Electronics
roaring back into video? ‘‘That’s easy
to answer,”’ smiled their Marty Glaz-
man. ““Quality sells. It all comes down
to creative product. What we've had
lately is too many look-alike, mediocre
video games. Good, exciting product
does sell and does collect.”’

If many operators lately seem to
have a love-hate relationship with
video as a whole, well, everybody
recalls the era when video — any
video — seemed a sure hit. Will we
ever repeat those giddy days when
Pac-Man made the cover of Time
Magazine . . . when all videos seemed
golden? It’s possible. Maybe sooner
than you think. Our recent articles on
hi-tech showed how video might land
on Time’s cover again. Many trades-
ters, including some factories, share
these lofty dreams. That’s fine. Hav-
ing high hopes for tomorrow is no in-
sult to today.

Meantime, we do have some solid
hits right now, based on 1990 tech-
nology. More are sure to come as the
year unfolds. As always, success will
remain based on dollars, not emo-
tions. ““Loving” or “hating’’ video
has nothing to do with it!
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“If we ever want to
get a raise in play
prices, we’ve got to
get dollar coin
legislation passed. . .
and we’re getting
close.”
— Wally Bohrer,
chairman of AMOA's

Government Relations
Committee

“At this moment, the
dollar coin does not
look jet-propelled. It
is steaming through
the Congress and
could use a little help
from you.”

— Rep. Bill Frenzel
(R.-Minn.)

Safari on Capitol Hill

industry braves Washington’s political jungle;
bags several “trophies” for dollar coin supporter list

all me B’'wana. . .and
vote for dollar coin leg-
islation. That was the
cry as AMOA and AAMA staged
their latest ‘‘big-game hunting safa-
ri”’ in Washington, D.C. on April 30-
May 2. Heavily armed with facts,
figures and position papers, some
200 tradesters and their families
trekked into the steamy political
jungles of Capitol Hill. The “‘quar-
ry”’ included congressmen and sen-
ators, donkeys and elephants, Dem-
ocrats and Republicans. AMOA
and AAMA wanted to sign up more
supporters for the dollar coin.

RePlay Magazine

What kind of trophies did the in-
dustry bring back? At presstime,
the two trade associations reported
that 21 new representatives and
three new senators had agreed to
support dollar coin legislation as a
direct result of the lobbying trip.
This brings the total number of dol-
lar coin backers in Congress to 122
on the House side, 26 on the Senate
side. . .an average 18% increase in
support overall.

“You know why we're here,”
AMOA Government Affairs Chair-
man Wally Bohrer briefed trades-
ters. “‘If we ever want to get a raise
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in play prices, we’ve got to get dol-
lar coin legislation passed — and
we’re getting close.” For his part,
AAMA Executive VP Bob Fay beam-
ed that the event was “‘absolutely
sensational” and he pointed proud-
ly to the increased totals in legisla-
tive support for dollar coins.

LOBBYING CONGRESS

House and Senate lobbying took
the form of visits to scores of in-
dividual congressmen’s offices, fol-
lowed by a huge Congressional Re-
ception. This party, an annual treat
which is much loved by Washing-
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tonians, drew over 900 folks from
250 Congressional offices. (That in-
cludes elected officials, their spou-
ses, families and staffs.) Three sen-
ators and about 50 representatives
attended the reception, an all-time
record in both cases.

During the reception, Congres-
sional folks chatted with coinbiz
folks, enjoyed plentiful food and
drink, and played the games (videos,
pins, jukes, basketballs, darts, juke-
boxes and cranes). Many senators
and congressmen actively compet-
ed in charity fund-raising tourna-
ments on pins, basketball and darts.
Winners designated a favorite cha-
rity to receive a $100 contribution
from the coin machine industry. In
total, over $10,000 will be donated
to charities which were selected by
the 96 different winners.

Reviews for the trip were solid
raves. ‘AMOA and AAMA have
mounted an extremely effective lob-
bying operation,” stated political

Ohio Senator Al
Dixon (center) is
flanked by AMOA’s
John Schumacher &
Jack Kerner and
AAMA’s Gil Pollock
& Bob Fay at the
Congressional
Reception during the
1990 AMOA/
AAMA legislative
conference in
Washington, D.C.

pro Rowdy Yeats. ““The coin ma-
chine industry is directly responsi-
ble for motivating many members of
Congress to support dollar coins.”
(Yeats is a top aide to Rep. Kolbe,
the Arizona congressman and lead-

“AMOA and AAMA
have mounted an
extremely effective
lobbying operation. The
coin machine industry is
directly responsible for
motivating many members
of Congress to support
dollar coins.”

— Rowdy Yeats, top aide to leading
dollar coin sponsor Rep. Jim Kolbe

ing sponsor of dollar coin legisla-
tion.)

More raves came from two ex-
perienced lobbyists who dropped in

My Pal, the

Several days and many thousands
of dollars were invested in coin-op’s
latest Washington ‘‘safari.”” Quite a
few tradesters tracked Washington’s
political animals to their very lairs, in
the heart of the legislative jungle.
Other tradesters got themselves pho-
tographed next to some exotic White
House ‘“‘plumage.”’

What did it all add up to?

The success of this year’s lobbying
trip can’t entirely be tied to specific
legislation, or to political image-build-
ing. No, the broader victory came in
coin-op’s continuing growth toward
political maturity. This year, coin ma-

L

Congressman

chine people came to Washington
from over 120 firms, representing
nearly 40 states . . .a handsome num-
ber indeed.

In addition to quanity, the trade
also got “‘quality” in its D.C. delega-
tion. Many tradesters who came to
Washington this year, had participat-
ed in other industry lobbying events
in the past. Result: our folks are be-
ginning to feel quite comfortable hob-
nobbing with senators and congress-
men. These friendships are quite val-
uable to the industry. They’ll help to
advance our causes of the moment,
and in future years.
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to see the Congressional Reception.
They came away very impressed.
“Your industry certainly knows
how to throw a party,” they smiled.
“We recognized many influential
staffers here, as well as senators
and congressmen. Keep this up, and
you're sure to enjoy real clout on the
Hill!”

Another victory of the Congres-
sional lobbying occurred when
AAMA board members wined and
dined a select group of powerful
congressmen at the Georgetown
Club. “This dinner gave us a chance
to speak with members of Congress
man toman,”” AAMA’s Bob Fay ex-
plained. “Table talk went far be-
yond business and legislative issues,
allowing AAMA members to build
the personal relationships and rap-
port which mean so much over the
long term.”

LOBBYING
THE WHITE HOUSE

Congressman and senators were
much-prized targets, but bigger
game was also in the industry’s
sights. In its four previous lobbying
events in Washington, D.C., the
trade never scored so much as a
guided tour of the White House.
This time, tradesters were deter-
mined to make face-to-face contacts
with working members of the Bush
Administration.

The goal was suitably modest for
a first-time event: meet some key
Bush people, let them know that
coin-op means good, clean fun. That
goal was achieved. Around a doz-
en mid-level White House staffers
dropped by to visit an industry-
sponsored benefit/party for anti-
drug children’s groups. This event,
called ‘“Carnival for Life,”” drama-
tized the industry’s pro-child, anti-
drug stance.

Some tradesters had hoped for
more White House attendance at
the Carnival, but AMOA’s Wally
Bohrer said that for a first-ever
event, “We made a good start.”
Bohrer pointed out that the industry
now has the ear of some vigorous
young appointees who, it seems, talk
directly to the President.

DOLLAR COIN PROSPECTS

The biggest quarry — the dollar
coin itself — remains at large,
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Above, North Carolina Rep. Stephen Neal
addresses the industry audience on tobacco
issues. At right are Rep. Helen Bentley (R.-
Md.), Rep. John Bryant (D.-Texas), AMOA
Government Relations Chairman Wally Bohrer
and Rep. Bill Frenzel (R.-Minn.).

Sectretary of
Transportation Sam
Skinner and Bob Fay
discuss the merits of
the dollar coin in
January. As a result of
their talk, Fay and
Coin Coalition Exec.
Dir. Jim Benfield were
able to hold produc-
tive meetings with
Dept. of Transporta-
tion and Urban Mass
Transit Assn. officials.

Gaining additional support for the dollar coin was a priority during the AMOA/AAMA
legislative conference and, happily, the two groups report that 21 new representatives and
three senators had agreed to help. (That’s a good-sized increase!)
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Above, lllinois operator Art Velasquez with
longtime pal Senator Alan Dixon. At left,
beneath the dollar coin sign, are (left to right)
AMOA President Jack Kerner, his AAMA
counterpart Gil Pollock, lowa Senator Tom
Harkin and Coin Controls’ Rick Currie.

though it’s getting closer in our
sights all the time. Realists estimate
that the legislation ‘‘had probably
better pass this year.”” Otherwise, it
may not get another chance in this
Administration. Will it pass? The in-
dustry did a fine job of adding more
names to the dollar coin supporters’
list. But as one congressman said,
‘“At this moment, the dollar coin
isn’t exactly jet-propelled.” More
work remains to be done; the good
news is that it’s ‘‘do-able.”

The trip also brought a major ob-
stacle into sharp focus. Although
Congress is warming up to the idea
of dollar coins, many supporters dis-
like the idea of phasing out dollar
bills. Canada and other nations
have proved that elimination of the
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paper note is vital, if any new hard

currency is to succeed. Scrapping
the U.S. greenback is a hard sell and

Left: Dick Hawkins and
Jim Stansfield Jr.,
Missouri Congress-
man Bill Emerson and
operator Bill Stone.
Right: AMOA’s Bob
Wilbur and Louisiana
Congressman Clyde
Holloway tout the
tournament.

Left: Ken Anderson,
Rus Strahan and Bill
Cravens return from
FBI Academy in
Quantico, VA.
Right: Dick Hawkins
and Gil Pollock greet
North Carolina’s Fred
Britt at the entrance
to the Congressional
Reception.

| will become even harder, once the
sentimental American voter real-
izes his beloved George Washington
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note is at risk.

Does it matter? Are dollar coins
really worth all this time, money
and effort? Some skeptics in the
trade don’t think so. They stood
around the perimeters of the Wash-
ington event, muttering that getting
adollar coin wouldn't really change
anything. These folks doubtless
mean well, but the experience of
such nations as Canada, Australia
and Great Britain makes it clear:
adopting dollar coins would mean a
significant boost for our industry.
The dollar coin may be an elusive
beast, but it's definitely worth
tracking down and capturing!

Even if our legislation passes in
1990, however, it will take at least
three years before dollar coins be-
come the dominant medium of ex-
change in American pockets. Skep-
tics do have a point when they in-
sist the play-price issue must be ad-
dressed now. Dollar coins will be
wonderful, once we get them, but
they aren’t the total answer. Our
play-price problems can’t afford to
wait until 1993.

The bottom line: dollar coin legis-
lation still holds problems, as well
as promise. Let’s hope that, at the
conclusion of next year’s “‘D.C. Sa-
fari,”” we’ll be able to mount a dol-
lar coin over the industry’s mantle-
piece!
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At the Congressional Reception. . .

. A
i R

Above: Texas Congressman Jack Brooks with
Lone Star Staters Jo Matranga and Dock Ringo.
Mr. Brooks has been a “regular”’ at these
functions. Left: Ohio Congressman Dennis
Eckart and son tried their hand at the fun con-
gressional pinball tournament (that’s Randy
Chilton’s at left, Bob Herman at right).

Left: looks like New
York Congressman
Edolphus Towns (left)
got a good score in
the pinball tourney
and NY operator Bob
Herman & Williams’
Roger Sharpe seem to
agree. Right: Missouri
Congressman Jack
Buechner signs in as
he enters the festival.

Above: No, AVS’ Frank Gumma Jr. isn’t
short. . . Congressman Bob Smith is the
opposite. Mr. Smith was another “repeater”’ at
the annual. Left: One view of the Longworth
party demonstrates the excellent turnout from
government employees and family members.
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At the Congressional Reception. . .

Left: Pioneer’s Steve
Rogers (left) meets up
with California
operator Jim Ham &
Denver legend Jack
Hackett at the
Longworth. Right:
AMOA’s Jack &
Shirley Kerner with
Capcom’s popular Bill
Cravens at the affair.

Above: Four who need no introduction (but we’ll do it anyway) are (from
left) Leland’s Ken Anderson, Merit’s Bernie Powers, AMOA heavies Jim
Trucano and Clyde Knupp. Left: Steve Kindler (Mars Electronics) and

SMS chief Sal Mirando lent their prestige to the trade crowd.

Above: After cleaning the glass on his games, Data East’s Gary Stern zeros in on Gene Winstead as
Phil Benson and Roger Rasmussen share the joke. Left: Small hands on a small ball (the camera
caught the ball going through the hoop) at the reception.
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At the Congressional Reception. . .

Nintendo’s Al Stone with Atari’s Shane & Linda Romstar’s Fire Shark gets positioned just prior James Industries’ John Blouin (right) with (we
Breaks at the Longworth congressional reception. to the Longworth party’s opening. believe) lllinois Congressman Lane Evans.

Above: Congressional youngsters turned out in good numbers for the
“‘big arcade” and dug into the video games. At left: Man for all seasons,
Steve Koenigsberg of State Sales and Service, was responsible for setting

up all the equipment at the Longworth building. He’s shown here loading
a CD into a Rowe box. He and his people did a great job.
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At the “Camival for Life”. . .

Left: AAMA prexy
Gil Pollock with
White House staffers
Holly Osborne (brief-
er on business and
trade associations),
Kathy Javons (liaison
on air pollution) and
AMOA prexy Jack
Kerner. Right: Dick
Hawkins, Bob Wood-
son (Dir. of the Nat’l.
Center for Neighbor-
hood Enterprises),
lobbyist Wayne Vallis,
Wally Bohrer and
Steve Koenigsberg.

Some photos of the fun during the “Carnival for Life” held to benefit anti-drug children’s groups.
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AMAA-zing!

factory/dealer association makes trade points at D.C. conference in PR & buck coin lobbying

omplementing the fine
lobbying work done in
Washington D.C. by
AMOA the first week of May, the
American Amusement Machine
Assn. (AAMA) played a very key
role rounding up additional con-
gressmen and senators as co-spon-
sors of dollar coin legislation.
Working with their brothers from
AMOA, the manufacturer and dis-
tributor members of the AAMA
spent May 1lobbying a total of 69 se-
nators, congressmen or aides, push-
ing for the new buckeroo. Working
in common cause with AMOA on
The Hill, their combined efforts in-
creased the number of House votes
to 122 and Senate votes to 26. And
those numbers should climb higher
as both AMOA and AAMA's seeds
sprout more fruit in the weeks and
months to come.

Serious stuff: Kolbe
aide Rowdy Yeats
(center) talks hard

copy regarging the
battle to gain a new
dollar coin. Yeats has
great admiration for
this industry’s
lobbying skills.

RePlay Magazine

Congressman John
Porter and AAMA
chief Gil Pollock show
off the latter’s FBI
award (for cooperat-
ing in their anti-drug
campaign) at the
Georgetown Club.

Rowdy Yeats, a key aide to chief
House bill sponsor Jim Kolbe (R-
Ariz.) said he had rarely seen such
a successful lobbying effort mount-
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ed by any industry in all his time in
Washington. Yeats has admiration
for both associations, and most def-
initely for theworkdoneby AAMA's
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Bob Fay. Looking soberly at the
RePlay reporter, Yeats flat out de-
clared: “We will have a new dollar
coin.”

Yeats said 218 votes is a majori-
ty in the House and though the trade
only had 122 at this writing, he ad-
vised that most bills pass with few-
er co-sponsors than this. “While a
lot depends on what happens in the
hearings in both the House and Se-
nate, both bills could actually be
passed out for a full floor vote this
session.”’ However. . .

Yeats believes it will be a hard
fight, especially since the success of
a new dollar coin will require the
elimination of the “‘sacred’” George
Washington dollar bill. The House
bill stipulates the removal of the dol-
lar bill, but the Senate version does
not. If the dollar bill continues to be
printed along with the dollar coin,
Yeats believes it will be ‘“‘back to
1979” (referring to the ill-fated Su-
san B. Anthony coin).

AAMA agrees and is backing the
House version. Despite the success-
ful lobbying effort that first week of
May, Bob Fay continues to visit un-
spoken congressmen and urges op-
erators in the field to continue their
efforts. “‘Operators should beaware
that summer is an excellent oppor-
tunity to visit representatives, as
many are in the home districts at
that time,” he stated. “‘It’s easier to
get past their aides and right to the
source then.”
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Bob Fay presents the
FBI appreciation
plaque to former
AAMA prexy Frank
Ballouz. It was under
Frank’s tenure that
the “Winners Don’t
Use Drugs” campaign
began.

In truth, the AAMA people are
hoping for congressional action this
year, but are realistic about things,
and feel that the nation really won't
find new dollar coins jingling in
their pockets until late in 1992. With
all the support they've garnered
by now, they still think it will be a
“tough fight”’ to get the coin minted
and the dollar bill eliminated from
circulation.

OTHER MATTERS

While dollar coin lobbying was
clearly the priority during AAMA'’s
1990 General Membership Meeting
in D.C., some of their members also
lobbied for anti-parallel legislation
while there, but the ‘‘drill” was
never to do so when jointly visiting
representatives with AMOA mem-
bers.

Lobbying was but one of many ac-
tivities AAMA conducted during
their sojourn in the nation’s capi-
tal. For example, they joined with
AMOA atan April 30 briefing break-
fast for trade people, participated
with same at a Carnival for Life af-
fair that evening where five D.C.
youth groups were honored, and co-
hosted the Congressional Reception
with AMOA at the Longworth House
Office Bldg. the night of May 1
(marking the first time in three
years the two associations worked
together on this reception; see sto-
ry and photos earlier in this issue).

AAMA also took some of its mem-
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bers and three congressmen to the
FBI Training Academy in Quantico,
Va. where special agents showed
the guests some of the latest wea-
pons used by the Bureau on the fir-
ing range. Congressmen Mike Ox-
ley, Paul Gillmor and Tom DeLay got
a “bang” joining AAMA members
taking turns firing on the range.

AAMA’s formal Membership
Meeting, thanks to Congressman
Oxley, was held at the Rayburn
House Office Bldg. Oxley joined the
members for breakfast (and made
aninformal talk about Congress and
some of the key issues it will face
this year) before the Board of Direc-
tors meeting began. New board
members elected were Tony Yula Jr.
(Mondial), Rick Kirby (NECO) and
Shane Breaks (Atari).

Yula was also named Chairman
of a new AAMA Distributors Com-
mittee. This ‘‘association within an
association” will address issues
specifically of interest to dealers. Of
AAMA’s 68 members, around 28 are
distributing companies. ‘“They’re
an important part of the industry
and the association,” said Fay. ‘“We
offered this opportunity and hope
they run with it. And Tony Yula is
the man for the job,” said Gil Pol-
lock, adding, ‘“Tony bridges the old
and new generational thinking.”

Actual distributor attendance at
the AMOA Meeting seemed off, at-
tributed to schedule conflicts (e.g.
the pending Atari convention of
dealers on Maui). But AAMA en-
joyed the presence of some ‘“‘new
blood,” like Rich Babich of the Colo-
rado Game Exchange this year.

AAMA'’s executive officers elect-
ed at the meeting were: Gil Pollock
(President), Steve Koenigsberg (VP),
Rus Strahan (Secretary), Bill Cra-
vens (Treasurer), Steve Kaufman
(Asst. Secretary), and Ray Galante
(Asst. Treasurer). Cravens was al-
so elected President of the Ameri-
can Amusement Machine Charita-
ble Foundation. Also elected to the
Foundation’s board were Joe Rob-
bins (its founder), Joe Cirillo, Rus
Strahan, Frank Ballouz, Koenigs-
berg and Al Stone.

At last ACME's salute to Robbins,
the Foundation raised approximate-
ly $75,000 for Chicago’s Starting
Now anti-drug abuse group. A for-
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mal presentation of the money is
forthcoming. Meantime, the Foun-
detion is soliciting suggestions from
members for next year's honoree
(or honorees). Right now, the 1991
ACME is scheduled to take place at
Bally’s Resort Hotel in Las Vegas
March 23-25 (although this could
change).

Joe Robbins presents
the “Robbins Award”
to Steve Koenigsberg
(State Sales 8 Service)
to the applause of the
assembled company.
Described as a “man
for all seasons,” the
Maryland dealer is
exactly that.

ANTI-DRUG POSTURE

AAMA embarked upon a ‘‘cause
effective marketing’’ campaign a
while back. The idea was simply to
“do things” that would create a
more active equipment buying pos-
ture among operators while also
keeping public awareness of coin-op
machinery up. One of their biggest

successes was their alliance with
the war against drug abuse.

By now, every operator is aware
that many video games sport the FBI
seal and message from Bureau Dir-
ector Bill Sessions ‘“Winners Don’t
Use Drugs” in the attract mode. It is
laudatory that ours is the only in-
dustry sanctioned to use that seal
and message in a commercial prod-
uct. And the association was recog-
nized very nicely for its efforts in
that behalf.

During their annual dinner at the
renowned Georgetown Club, both
Frank Ballouz and Gil Pollock were
presented appreciation plaques
from the FBI for getting this indus-
try so involved with the Bureau’s
Drug Demand Reduction Program.
Presented on behalf of FBI's Bob
Davenport by Bob Fay, the form-
er and existing presidents of the
AAMA were thrilled and well they
should have been. Many believe the
number one player is the male teen-
ager and the number one social
problem is drug abuse. A better
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Flanking lllinois Congressman John Porter and his wife Kathryn are (from left to right) Larry
Siegel, Joe Robbins and Rus Strahan. The setting was the swank Georgetown Club.

“marriage’” of message to victim
would be hard to find, and if only
one youngster steered himself away
from drugs by reading that message
on a video monitor, the job was
done.

Many of AAMA's functions were
attended by congressional people
and the Georgetown Club dinner
was no exception. Both Henry Hyde
(R-I1L.) and John Porter (R-Ill.) were
right there dining with the coin peo-
ple and applauding the selection of
Steve Koenigsberg as this year’s
recipient of the Joe Robbins Award.

President of Baltimore’s State
Sales & Service, Koenigsberg was
cited for “‘outstanding contribution,
participation and services to the
coin-operated amusement industry
inthe U.S.” The award was present-
ed by Robbins himself (founding
father of the AAMA). Said Koenigs-
berg:

“Thank you for the honor and
let’s keep all our eyes on the indus-
trial road. This industry is a long-
term investment and to make that
investment grow, we all have a re-
sponsibility to go beyond the day-to-
day activities and do what works for
the overall good of the industry.”
(Prior recipients of the Robbins
Award were Don Osborne, Norm
Goldstein, John Blouin, Bill Cravens,
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Frank Ballouz, and Joe Robbins him-
self.)

And, a brand new AAMA honor,
called the President’s Award, was
given to Jon Brady (Brady Distribut-
ing) during the prior Annual Meet-
ing. Brady and future winners will
be judged by the existing AAMA
President for their demonstrated
desire to ‘“‘go the extra mile in the
best interest of the association and
the industry.”

MORE AGENDA

Apart from these things, AAMA'’s
Washington meeting addressed
much more on their overflowing
agenda, not the least of which was
their July 10-11 trade show in Mexi-
co City. To be held at the U.S. Trade
Center, they’ll show product in
around 50 booths (most of which
have already been reserved) and
will most probably hold video and
pinball seminars as well for Mexi-
can trade people. Only AAMA mem-
ber companies have access to booth
space. PR for the event is being han-
dled by the Dept. of Commerce.

AAMA continues to cooperate
with AMOA at “location” trade
shows. They've done two already in
1990 and have six yet to go. And,
they showed their brand new ex-
hibit psyche (backdrop display) at
the D.C. Longworth party.
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AAMA's campaign to combat
child abuse continues in force. They
moved all 10,000 Fred Savage post-
ers in three weeks (and might print
more). Meantime, their next celebri-
ty selection will be a black athlete
(probably a basketball player). “Got-
ta get this message across to the
kids in addition to our warnings
about drug abuse,” said Pollock.
These posters have appeared in
schools, libraries and other such kid
places besides game arcades.

AAMA has a spread of sports
gatherings on its agenda where they
will install mini arcades (e.g. base-
ball Fanfare July 6-10 at the Chica-
go Hyatt and the July 11 Olympic fest
in Minneapolis). The idea seems to
be to place games at key PR events,
where possible, to increase public
awareness of coin-op. It's a busy
agenda, and gets cooperation from
local distribution.

UL CHICAGO

The technical situation in Chica-
go with videos is being addressed by
AAMA. They are on the case and
may select either UL or ARL to ap-
prove the fixes that might be neces-
sary to satisfy Chicago. They are al-
so0 looking at this in a long-range
way (a technical meeting, chaired
by Sega’s Howell Ivy, was to have
taken place May 24 in Dallas). A
“quick fix” may be immediately
coming (i.e. a ground fault interrup-
ter), but Chicago operators should
check their local distributors for
more accurate word on the present
state of things.

AAMA has come a good long way
since the days its primary mission
was to stamp out copy boards. They
are in the forefront of the industry
PR and much of it is good PR (e.g. the
drug and child abuse programs).
While these things benefit the whole
industry, many of the association’s
tasks are geared toward the secular
interests of their people who make
and sell machinery. Their video
game sales index, for example, is
nearing completion (which would
give them a more accurate handle
on exactly how many games are
sold).

Lots of work, some fun and plenty
more work ahead. That’s the true
agenda for this and any other
worthwhile trade association.
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AAMA Helps
Kick-Off
Child Abuse
Prevention b

Month Above: Gil Pollock, Marvel Comics’ publicity

AAMA was a key participant in the kick-off of this director Pam Rutt and Bob Fay.

year’s Child Abuse Prevention Month held April 2 Below: AAMA’s Joyce Weller, NCPCA’s Leslie
in Washington, DC. During a press briefing at the Mitchell and Nancy (Mrs. Gil) Pollock.
Amidon Elementary School AAMA President Gil
Pollock introduced the third anti-child abuse poster
(featuring Fred Savage of “The Wonder Years”),
which is produced by AAMA and the National Com-
mittee for the Prevention of Child Abuse. AAMA
execs also hosted a private dinner for the NCPCA
and its area chapters during which Exec. VP Bob Fay
accepted an award on behalf of the industry for its
dedication to child abuse prevention. Afterwards,
they attended a black-tie gala to benefit the group
held in the concert hall of the John F. Kennedy
Center for the Performing Arts.

Gil Pollock gave an overview of the industry
and its participation with the NCPCA at the
April 2 pre-concert dinner party.

Above: Bob Fay and Gil Pollock accept a special
award honoring the coin-op industry for its
work against child abuse. Making the presenta-
tion is the NCPCA’s Judy Rhodes (DC chapter).
Right: Spiderman was at the national kick-off to
promote his new comic book which teaches
kids about corporal punishment (it was a joint
effort between Marvel Comics and K-Mart).
With “Spidey” are Kerry Sharman, Gil Pollock
and Bob Fay. Below: Kerry Sharman and Judy
Rhodes check out the new comic book.

RePlay Magazine June 1990 Page 59



by Frank “the Crank” Seninsky

While Playing Pinball, 8 Congressmen Agree to Boost Dollar Coins

At least eight congressman agreed to sponsor
dollar coin legislation, while they were standing at
pinball machines and playing the games at the 1990
AMOA-AAMA “‘Democrat vs. Republican” pinball/
basketball/dart tournaments!

Almost 1,000 entries made the industry’s third
year of “Democrat vs. Republican” coin-op games
the largest such tournament, ever. The event, held
in conjunction with the AMOA-AAMA Congression-
al Reception in Washington, D.C. on the night of
May 1, was a smashing success. The good, clean fun
of the affair showed our industry in the most posi-
tive possible light.

In fact, the spacious cafeteria in the Longworth
Office Building could not hold all the people who
came. Some congressional staffers came to the door,
looked in, and left because the room was too crowd-
ed. Next year, we’ll have to get a bigger hall. (This
is in the works.)

Like the reception itself, our annual tournament
simply gets bigger every year. It’s thrilling to see
congressmen, senators, their families and staffs
enthusiastically flipping the silver ball, tossing
basketballs, and shooting electronic darts.

“Our family looks forward to this event all year
long,”” said Mrs. Dennis Eckert, wife of the well-
known congressman. ‘‘After playing in last year’s
competition, we marked the date of the 1990 tourna-
ment on our family calendar that very night when

we got home.”

Some of the winners of last year’s tournament
came back to compete again this year. For example,
Congressman Eckert placed second last year and
took first place on the Roller Ball pin this year; and
his wife was a top winner both years; and their
son Eddie also scored highest on a game. We AMOA
and AAMA members are getting to know the Wash-
ingtonians on a first-name basis. . . which is the
whole point of the exercise.

Louisiana Democrat Billy Tauzin brought his
wife and several kids — apparently his whole family!
Husband, wife and at least three sons won places in
their categories, on various games.

As a matter of interest, winning congressmen on
the different games were: Rollerball, Rep. Dennis
Eckert (D.-Ohio); Phantom of the Opera, Rep.
Richard Stallings, (D.-Idaho); Silver Slugger, Rep.
Bill Sarpalius (D.-Tex.); Pool Shark, Rep. Ben Jones
(D.-Ga.); electronic darts, Rep. Craig Thomas
(R.-Wyo.); basketball, Rep. James Bilbray (D.-Nev.).

The total number of winners was 96. (There
were 57 Democratic winners and 38 Republican
winners, plus one committee staffer.) Each winner
was able to designate a favorite charity to receive a
cash donation from AMOA and AAMA. And, yes,
we did raise enough money to award the donations
to all 96 charities.

After the event, distributor Steve Koenigsberg
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FRANK TALK

Rep. Christopher Cox (Calif,) shoots at a Merit
dart game while Bernie Powers looks on.

Congressman Eliot Engel and Dave Hawkins
play a game of darts (notice dart in mid-air!).

&Y -

Ja

D -k

Above: Rep. Craig Thomas of Wyoming plays
Silver Slugger during the tourney. Left: Frank
“‘the Crank” Seninsky says “hi”’ to Congressman
Donald Payne, a democrat from Frank’s state.

Rep. Clyde Holloway (Louisiana) plays a game
of pinball (check out the crowd of onlookers!).

Above: AMOA President Jack Kerner, AAMA
President Gil Pollock and lowa Senator Tom
Harkins chat during the tournament.
Below: Montana’s Phil Benson looks on as
Senator Conrad Berns (a Republican from Phil’s
state) and his son Garrett play pinball.
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(State Sales, Md.) sold the machines
which were played at the tourna-
ment, using the proceeds to fund the
charitable contributions. Machines
were donated for this purpose by
Williams, Midway, Data East, Pre-
mier, Smart, Merit. Product and/or
cash donations came from Rose-
mary Coin, Arachnid, Laramie In-
terests, Nancy Sales, Bonita Marie,
Brown & Williamson Tobacco, APE
Corp. and Impressment Plus.
Special thanks goes to Nancy
Sales (especially Steve Lipkin) for
contributing the plush elephants
and donkeys which stocked the
cranes, and for getting the buttons
with our tournament logo. We gave
out about 1,200 of these toys. (A few
boxes of this plush — mostly ele-
phants, the Republican Party sym-
bol — are now being hand-delivered
to the entire White House staff,
from President Bush right down to
cabinet secretaries and staff.)
This whole tournament could not
have taken place without the tire-
less help of Steve Koenigsberg, who
was out there loading and unload-
ing the trucks with the help of his

June 1990

technician, ‘‘the mighty Joe Young.”
They kept every game running
throughout the tournament. We had
no malfunctions.

Of course, grateful thanks also
goes to the dozens of folks who
manned the registration table and
who tallied official scores at each
machine. Operator Bill Beckham
worked up a sweat — literally —
keeping the cranes stocked with
plush.

Overall comments about atmos-
phere at the reception: ““I thought
these things were impossible to win,
but I see they’re not,” said one con-
gressman who was playing a crane.
Many congressmen wore jukebox
pins, which was nice to see. By the
way, more people probably played
Silver Slugger than any other pin;
they may have gravitated toward it
because of its simplicity.

The success of the Congression-
al Reception was best summed up
by one congressman’s wife, who
said: “‘This is the second-best event
I've ever attended in Washington.
The best event, of course, was the
Inaugural Ball!” 0
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Sweet Smell of Success

American Sammy savors its first-ever Number One video kit: first batch

he true hits of any coin-
op expo won't be known
until several weeks af-
ter the show, when players have
had their say.”

So runs the industry truism. ..
and the folks at American Sammy
Corp. (Torrance, Calif.) fully agree
when it comes to their hit video
game DJ Boy. It's the company’s
first Number One title since opening
their American office three years
ago. ‘‘Needless to say, we are very
pleased,” smiled VP Ko Adachi.

They've got reason to be. ‘‘Play-
ers just love this game,” Ko said.
“There were a lot of games every-

on every street corner. Vowed Ko
Adachi: “We're not going to flood
the market.”

GAMEPLAY
Gameplay on this two-player (si-
multaneous, cooperative) horizontal

A kid tries his hand at
American Sammy’s
hot D] Boy video kit.
The game features
the voice of famous

of smash D] Boy sold out fast; new shipment to arrive

kit, at first glance, is ‘‘street fight-
ing on roller skates.” You see the
great graphics and hear the actual
voice of famed radio DJ, Wolfman
Jack, right away. But as you play the
game, you discover some more sub-
tle elements which add to its appeal.

body liked at the spring ACME | disc jockey “Wolfman
show, but once you get them out on | Jack,” as well as a lot
the street, that’s another story. . . of kean-o play action.
and that’'s where D] Boy really At a basic level, the
shines.” game can be
The game’s first production batch described as “street
sold out quickly. Supplies were very fighting on roller
low around the end of April. When skates ” bat the firm
the game hit the top of RePlay’s May says' ks gt e
software chart, the last few boards p that th
were immediately snapped up. Or- eatures that the
ders from dealers kept coming in players love.
anyway. By the time you read this,
a second shipment should be arriv-
ing in dealers’ hands. . .although
many of these boards were already
spoken for at presstime.
Production will follow demand in-
stead of leading it, American Sam-
my promised. There will be no ex-
cessinventory and no over-exposure
RePlay Magazine June 1990 Page 63



NEWS FEATURE

Above: “All work and no play makes Norman
Evangelista a dull boy!”

““The types of moves the charac-
ters make are not really kung-fu
style, which we've usually seen in
this type of game,” Ko Adachi ad-
vised. ‘“They’re more wrestling
style. An attacker may grab you
from behind and you grab him and
thrash him around without letting

go.” The unique use of controls
(three buttons and one joystick for
each player) allows some move-
ments which ‘*have never been done
in video games,”’ Ko added. Among
these moves is the classic judo move
of sweeping the enemy with your
foot.

The unusual title of this game
comes from the gameplay tie-in with
the voice of Wolfman Jack. His voice
is featured in the attract mode and
is also heard “‘coaching” and en-
couraging the players as they play.
The Wolfman's voice is heard in the
five different opening scenes, too.
(Which opening scene you get is a
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The fun folks at American Sammy supplied their own hand-picked captions for this feature — and
they’re fun. Above: “Turtle shoots just aren’t the same without company designer Richard Bell.”
Below left: ““Accounting Manager Monica Turner keeps the company out of the red.” Below right:
“Assistant Accountant Adrienne Tottori interfaces with one of the company’s many IBM systems.”

matter of pure chance, so there’s an
appealing variety built in.)

Gameplay progresses through
eight scenes. The story begins with
the hero and his friends break-
dancing to music from a ““boombox”’
(portable radio with big speakers).
A rival gang steals the hero’s boom-
box, and the action begins. “Your
mission is to regain your radio,’’ Ko
Adachi explained. ‘‘And the other
guys don’t want to give it back!”
Fights take place in San Francisco
cable cars, in construction areas, in
Death Valley, and in Las Vegas,
among others.

THE SWEET SMELL
OF SUCCESS

The game was a moderate hit in
Japan before American Sammy li-
censed it from a Japanese software
house for the U.S. market at the
urging of Sales Manager Dave Peck-
els and Marketing Director Norman
Evangelista. ‘“Without Dave and
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Norman, we wouldn’t be enjoying
this success today,” Ko acknowl-
edged.

Success is particularly sweet for
American Sammy because of its
timing. Stated American Sammy
President Mike Yamamoto: ‘“We un-
derstand that this business is cy-
clical in its very nature, and even
though video is in somewhat of a
down cycle right now, we wanted to
be sure we were in the marketplace
when it does turn around, as it most
surely will.” Of course, the firm
feels DJ Boy could help make that
turnaround happen.

COMPANY BACKGROUND

Sammy did respectably well with
an earlier video title, Task Force
Harrier, a kit which featured the
popular Harrier jump jets in game-
play. Earnings were good and stea-
dy, reported Sales Mgr. Dave Peck-
els. Also under the U.S. firm’s belt
was the kit Omega Fighter.

RePlay Magazine
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American Sammy staff consult
closely with top designers from
their parent company, Sammy In-
dustries Co. Ltd. (Japan). Game de-
signers from Nippon have visited
the States in recent months to be
briefed by American personnel on
the types of games needed in the
U.S. As a result, Ko Adachi says
he’s confident that home-grown hit

T,
w, WG

Page 66

video product will be forthcoming.

SAMMY JAPAN

A bit of background on the Japan-
ese parent firm itself: Sammy Japan
has been a leading maker of pa-
chinko and slot machines for many
years. They built a large factory in
the city of Sayam (just outside To-
kyo) which can assemble 1,000 units

ol T

““And this is where
the Kremlin blows up
and. . .uh-oh,”
shouts National Sales
Manager Dave
Peckels to Sales
Coordinator Jae
Chang. “Get the
White House on the
phont, Now!”” (That’s
Consumer Service
Supervisor Linda Beck
watching in awe.)

June 1990

“Company pow-
wouws like this keep
them moving towards
offering the best in
entertainment and
service. Facing the
camera are Dave
Peckels, Norman
Evangelista and Ko
Adachi.

Above: “We work hard,” claims Vice President
Ko Adachi as he prepares yet another impor-
tant fax to be sent to Japan.

per day (it’s working overtime to
service the Asian novelty and gam-
bling markets).

In the video arena, Sammy Japan
has also adopted a software devel-
oping subsidiary called Japan Soft
Technology. This group of talented
game designers is comprised of two
divisions (based in Tokyo and Na-
goya), the latter office growing fast
and expected to have 40 staff en-
gineers soon.

“American Sammy is preparing
itself to become a major force in the
coin-op industry,”’ execs stated. If
they’ve been a bit ‘‘quiet” about all
this preparation, well, they’re not so
quiet any more. As company prexy
Mike Yamamoto explained, in the
gardening metaphors so popular in
East-West dialog: ‘“The seeds of the
future must be planted today, so
that we can reap the bountiful har-
vest of tomorrow!”’

Watch for some exciting new ti-
tles from American Sammy later
this summer.

RePlay Magazine
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Midway’s Magic Touch

firm creates separate identity in ““House of WMS” with zany pins & videos

ld and distinguished.
New and improved.
Bothtagsaccuratelyde-
scribe Midway Manufacturing Co.
(Chicago, I11.), one of the industry’s
leading game manufacturers. Mid-
way's sales and marketing VP Steve
Blattspieler says the firm is running
lean and mean these days. . .and,
he says, they're going to keep com-
ing up with distinctive, profitable
products which deserve the vener-
able old/magically new Midway
name.

“We're targeting the street op-
erator with reliable, long-earning
games that will stay on location,”
Steve stated. ‘‘And we’re targeting
the player with games which offer
an extra dash of imagination, a gen-
erous dose of humor, lots of eye ap-
peal and a real creative spark.”

Good value for operators and
players alike is readily apparent in
Midway'’s current product spread.
Latest items include the hilarious
two-player dedicated video upright
Pigskin; the versatile and appealing
video kit Tri-Sports; and the classic
pinball Pool Sharks, which is aimed
straight at the tavern stop. All three
games, seen on this month’s cover,
deserve to find spots on the opera-
tor’s route.

MIDWAY MAGIC

As for Midway itself, the firm has
evolved through several different
incarnations in the past 15 years
(see sidebar). When Bally Midway
was purchased by WMS Industries
in 1988, some tradesters speculated
that Midway might eventually ‘‘dis-
appear’’ asaseparateentity, folded
into the pinball powerhouse called
Williams Electronics.

Not so. WMS execs promised at
the time of purchase that Midway

RePlay Magazine

Midway’s Sales & Marketing VP Steve Blattspieler and National Sales Manager Bob Lentz.

Bally? Midway? Bally/Midway? Quality, By
Any Other Name, Would Smell as Sweet

Midway Manufacturing Co. (a sub-
sidiary of WMS Industries and the
sister firm of Williams Electronics)
has traveled a long and distinguish-
ed road to its latest appearance on
RePlay’s cover. Inthe late 1970s and
early 1980s, Bally Midway manufac-
tured (under license from Japanese
firms) the three top-selling video
games of all time: Space Invaders,
Pac-Man and Ms. Pac-Man. Bally
Midway also ushered in the first solid
state pinballs, crafting classics which
still command affection, respect and
(in many locations) quarters. Fore-
most among these were 8 Ball and
8-Ball Deluxe.

In 1988, Bally Corp. decided to
concentrate on its slot machines, lot-
tery business, resort hotels and exer-
cise equipment interests. Departing
from the video and pinball industry,
the firm sold the last of its once-
mighty chain of amusement coin ma-
chine distributorships to H. Betti In-
dustries. Sale of the Aladdin’s Castle
arcade chain to Wesray would even-

tually follow. As for Midway Manufac-
turing, Bally Corp. sold this crucial
part of its coin-op business to WMS
Industries. Included in the sale was
Midway’s cabinet manufacturing plant
(Lenc-Smith), plus all other manu-
facturing assets.

Today, the two companies are col-
lectively known as Williams/Bally-
Midway. The formidable Bally Corp.
(based in New York and Las Vegas)
retains use of the ‘‘Bally”’ name as a
company title; Midway uses ‘““Bally”
as the name of their pinball product
line. This situation has left some
tradesters a bit confused about pro-
per use of the firm’s various names
and logos. To set the record straight,
the company itself is ‘‘Midway Manu-
facturing Co.” They make two lines of
product: Midway video games and
Bally pinballs.

But whichever monicker is used,
the names ‘“Bally’”’ and ‘‘Midway”’
stand for reliable products, creative
gameplay and genuine value.

June 1990
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would remain anindependent, ‘‘rea-
sonably autonomous” division with-
in the corporate umbrella. . .and
they have kept that promise. Today,
Midway Manufacturing Co. is a
separate division at WMS — and
they’re planning to maintain it as
such. “There’sanintense but friend-
ly rivalry between Midway and Wil-
liams,” smiled Steve Blattspieler.
“Williams is our biggest competitor,
and they’re tough!”

Make nomistake: Midway s thriv-
ing under its own name, and un-
der its own steam. ‘“Midway has a
separate design group,’’ explained
Steve. “We have a separate mar-
keting arm, separate art teams and
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— I firmly believe — a separate
and distinctively different style and
feel to our games. We even have
separate production lines, although
we do share common manufactur-
ing with Williams in the same facil-
ity. There’s also a commonality in
spare parts,” added Steve, ‘‘which
is an absolute plus for the operator.
We made this decision to standar-
dize parts between the two firms,
for the benefit of the industry. Elvira
was the transition point where we
stopped making separate Midway
components.”’

In their friendly competition with
“the folks down the hall,” the talent-
ed team at ‘“Midway 1990 pro-
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Folks hard at work in the factory on the firm’s latest pinball, Pool Sharks.
While Midway and Williams do share the same manufacturing facility,
they maintain separate production lines. They also have standardized

parts between the two manufacturing lines.

duces some of the most innovative
and entertaining pins and video
games in the industry. They've got
a special touch all their own — call
it “Midway magic.” Recent hits in-
clude such respected titles as their
flipper Elvira and the Party Mon-
sters. It was voted ‘‘Best Game of
the AMOA Show”’ by operators last
September: quite a feat for a pinball
game, in this video-dominated in-
dustry. In the video category, an-
other recent Midway winner was
the funny, fast-paced (and high-
charting) game Arch Rivals, which
featured a unique twist on the bas-
ketball theme.

“We're still the only major manu-

RePlay Magazine
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IT'S EXTRAORDINARY!!!

BONUS BLACKJACK
JOKER POKER
ROLL THEM BONES
SUPER 7-STUD
OFF-TO-THE-RACES
SUPER TRIVIA

-0 VARIETIES -
SEX TRIVIA
TIC TAC TRIVIA
SUPER PHRAZE CRAZE
FOUR SCORE

FUTURE EXPANSION
CAPABILITY

FULL BOOKKEEPING
& DIAGNOSTICS

5-PLAYER ''HIGH SCORES"'

FOR EACH GAME

AUTOMATIC GAME
ROTATION

OPTIONAL |2 SCREENS OF
CUSTOM ADVERTISING,
WITH KEYBOARD

AA

STEEL & WOOD CABINET
SUPERIOR COIN MECH.
SWIVEL BASE - 360°
SECURITY HASP

LARGE SECURE
CASHBOX

O” OR 13” MODELS
EXTENDED WARRANTY

KITS Too!
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(FAX) 215-639-5346



Kiddie Rides
&
MORE, INC.

made in Florida!

JUNE SALE!
$1,495 ea.

Also—

¢ Parts ® Sound Systems
e Coin Box Protectors

e Timer Assemblies

¢ Reduction Gears, etc.

For info call
DAVID VEGA

KIDDIE RIDES & MORE

8024 W. 21 Court
Hialeah, FL 33016

(305) 557-8356
FAX (305) 821-0609

Page 70

COVER STORY

facturer which doesn’t have a home
game operation,” noted Midway
Sales Manager Bob Lentz. ‘““All of
our energy and effort is directed to
serving the coin machine operator.
It’'s what we do best and that’s
where our dedication is.”

PIGSKIN

The distinctive ‘“Midway magic’’
is obvious in Pigskin, a new video
which creatively combines football,
mayhem and humor. “The same de-
sign team that did Arch Rivals and
made it so good and so funny, took
theidentical approach to football —
and then some,”’ stated Blattspieler.
“Gameplay on Pigskin is like foot-
ball or rugby, but it’s set in a pre-
historic time and you control Viking-
type characters who are serious
thugs. They use all sorts of cartoon-
like weapons, with no holds barred,
to win the game.”

The nutty flavor of the game is
announced on the attract screen,
which says: “‘Before football, before
rugby, before Bubonic Plague. ..
there was ‘Pigskin.’” A tag line on
the header informs players that the
game features ‘‘Ancient Arch Rivals
on a Rampage.” (Pigskin’s design
team created both of those earlier
hits.)

Weapons used by players in-
clude spears, battle axes, clubs with
spikes, etc. These are picked up
from a monk in a cave which dou-
bles as a weapons shop and locker
room. The football combat takes
place in two basic settings: a coun-
tryside scene with trees, ditches,
rivers, hills, etc., or a gruesome cas-
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tle dungeon. Even the settings add to
the hilarity: players may fall into
holes in the ground (they scream all
the way down the bottomless pit),
confront fires inunusual places, etc.

And here’s a really far-out, fun-
ny feature: one of the buttons is for
‘“‘attitude adjustment.” Hitting this
button can fire up your team or send
them into a huddle for a chewing-
out by the coach. Using this button
in combination with other controls
can also dictate defensive or offen-
sive strategies including scattering,
zone defense, man-to-man cover-
age, kicking, passing, etc. Finally,
having a ‘‘bad attitude” is an atti-
tude adjustment feature!

A complete game includes four
periods, just like regular American
football. Asin Arch Rivals, the play-
er controls a single character; the
other ‘team-mates’’ are computer-
controlled. When played in the two-
player mode, each player is on an
opposing team. Two categories of
play make for a wide range of chal-
lenge: the “‘pro’’ category (six levels
of difficulty) and the regular cate-
gory (five levels).

Initial vend is priced at 25¢ with
another quarter to continue. A buy-
in feature enables a second player
tojoin the fun at any time. At the end
of the game, players will see ‘‘game
stats” including points for length of
possession, ball score, and so on.

Clearly, a lot of creativity went
into this one, and a lot of laughs and
excitement will come out of it. As
Sales Manager Bob Lentz summed
up, “It’s just got fun written all over
the game.”
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By the way, if you want to run
tournaments and contests, Pigskin is
an ideal machine for on-site promo-
tions. Promotional materials avail-
able through authorized Midway
distributors will include jerseys, a
handbook of rules, and other items.
(More information on this will ap-
pear in our next issue.) But opera-
tors should be advised that many of
the same programs which success-
fully supported Arch Rivals (contact
local newspapers, t-shirts, etc.) will
be repeated, refined and expanded
for Pigskin.

A very limited number of Pigskin
sample units will be released in
June. Midway will enter the tradi-
tional WMS “‘summer shutdown” in
July; orders will be taken for pro-
duction start-up in August. As you
can see, this means the trade has
all summer to observe test results
(that’s confidence in your product,

RePlay Magazine

boys!). It also means actual manu-
facturing will begin with perfect
timing for the start of the pro foot-
ball season.

POOL SHARKS

“If you're talking about a pinball
game which is a solid bar- or street-
piece, Pool Sharks has got to be it,”
said Steve Blattspieler. ‘‘It's a back-
to-basics pinball game with all the
bells and whistles including ramps,
sensational artwork, and creative
interplay of lights, sound and point
values.”

Added Bob Lentz: ‘“‘Operators
will appreciate the state of the art
reliability and diagnostics. We're
confident that players will develop
a solid affinity to this piece, too.
Like the earlier classic Bally pins,
8-Ball and 8-Ball Deluxe, players
may never want tolet you take it out
of the location!”

June 1990

Pool Sharks — a look at the game and (above)
the playfield. The game is ideal for street stops,
says the firm, with its pool theme and 8- or 9-
ball play. The game is shipping now throughout
the U.S. — see your dealer.

Saying that Pool Sharks boasts
“‘strong tavern appeal”’ is absolute-
ly right: what could be more perfect
for the tavern than pool? ‘“You can
actually ‘play’ 8-ball or 9-ball on this
game,” Bob explained. ‘“‘In 8-ball,
you hit certain targets to complete
the rack. In 9-ball, you drop the tar-
gets in sequence, just as you sink
the balls in sequence on a real pool
table.”

Players choose which variation to
play, by activating the flipper but-
tons immediately after inserting
their coins. Depending on their se-
lection, a large 8-ball or 9-ball will
flash on the backglass, and a voice
will say, ‘“Play 8-ball” or “Play
9-ball.”

After the game begins, the art-
work of the pool balls in the center
of the playfield will light up indivi-
dually, to indicate which balls have
been sunk. Also, when the player
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hits the drop targets and they go
down, the audio programming dupli-
cates the distinctive *‘click’ sound
of a cueball hitting a pool ball, fol-
lowed by the ‘“‘thump’’ of the ball
dropping into the pocket. If it sounds
like fun, that’s because it is!

Special playing challenges in-
clude a skill shot off the plunger,
which can sink up to three balls in
the rack. Gameplay has been work-
ed out to direct the player’s shots to
a variety of places on the playfield,
in an entertaining sequence, to keep
the game interesting. Also, various
skill shots and trick shots offer 2-
million, 3-million and 4-million point
rewards. No multi-ball is included in
the game, but that’s part of the de-
liberate return to *‘classic’’ pinball
gameplay. . . which should appeal
to street stops and tavern locations.

Play pricing is one game for 50¢,
two games for 75¢ or three games
for $1. All Midway games go out this
way now. The factory says opera-
tors are happy to be able to point to
the price sticker on the machine and
say, ‘“‘Hey, I didn't do it — it came
that way from the factory!”

Pool Sharks was the final flipper
creation of Midway designer Tony
Kraemer. As we reported in last
month’s issue, Tony was killed in an
auto-pedestrian accident April 8,
after a long and distinguished car-
eer in pinball design.

“We were devastated to lose To-
ny,” noted Steve Blattspieler. ‘“‘He
left us with a super game that will
keep his memory alive for a long,
long time. Pool Sharks is a fitting
tribute to Tony’s skill and dedica-
tion to coin-op. After his many years

of creating hits and innovations, it
may be his very best game ever.”
Samples of Pool Sharks began
shipping to the U.S. market in early
May; production models are ship-
ping now and can be seen at your
distributor’s showroom.

TRI-SPORTS

Tri-Sports, which started ship-
ping earlier this year, is a video con-
version for vertical monitor games.
Players may choose to play pool, go
bowling or putt away at a miniature
golf course. It’s for four players (tak-
ing turns).

You may not have heard much
about this one, but Midway believes

STATE ELECTRONICS.
* WE ARE THE WINNERS.

POP-A-SHOT

* THE PROVEN WINNER *

* THE ORIGINAL COIN-OP “Beat-
The-Clock” BASKETBALL GAME. ’
* STEEL CONSTRUCTION, SOLID-

OFFICIAL GAME
g OF THE NBA AND

THE BASKETBALL 2
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NEWAE:_%T\II\:/“SBILI{IT(JIB{\IIRIFE%LICY IT'S EXCITING
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POP-A-SHOT, INC.
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it's a ‘‘sleeper”...one of those
quiet little numbers which, one day,
might be recognized by the trade as
a real winner.

“Tri-Sports may not earn oodles
of money right away, or all at once,”
acknowledged Steve Blattspieler.
“But it does earn a respectable
amount of money — forever!”’ (You
can probably think of another
sports-themed video game or two
which enjoys the same distinction.)

The pool mode is called “Pool
Shark” (obviously the folks at Mid-
way like this title). It allows straight
pool, rotation and 9-ball. The bowl-
ing mode is called ‘‘Power Strike”
and includes regulation, flash and
triple strike. ‘‘Mini-Deluxe Golf”
lends new twists to that classic
pastime, including lots of fun angles,
simple but challenging obstacles,
and very realistic movement and
deflection of the ball.

A word to those who haven't ac-
tually seen it or played it: Tri-Sports
really is fun, guys. Full color graph-
ics, trackball controls and some
nifty touches in obstacles and chal-
lenges make it a true game of skill.

Need we add that this one could
also have special appeal for the la-
dies, since it’s non-violent and may
be played at the player’s own pace?
It's certainly an ideal all-around
tavern workhorse, and would de-
serve a tryout in many a gameroom,
as well.

THE MAGICIANS

If Midway'’s got a magic touch,
perhaps it’s because their ‘‘magi-
cians’’ have a keen sense of what
this industry is all about: fun. If you
find yourself eyeing a video game or
pinball with a sly sense of humor. . .
with outrageous or slightly goofy
graphics. . .and with a solid spot on
your weekly earnings print-out. . .
chances are good it’s from Midway.
Keep your eye on this Chicago team
for more top-earning ‘‘magic’’ in the
future!

“Do something unusual today
.. .pay ablll.”

— Anonymous contributor

RePlay Magazine
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Midway’s Blattspieler on Pinball Today

by STEVE BLATTSPIELER

I think there’s a nice, stable mar-
ket for pinball right now. Pinball —
along with jukeboxes and pool ta-
bles — built this business into what
it is today. 1990 is the 60th anni-
versary of the modern-day pinball
game, and I'm delighted to say flip-
pers are getting lots of positive at-
tention from our industry and from
American society as a whole. Along
with that, coin machine operators
are rediscovering that pinball is a
classic amusement piece which will
always reward their investment of
time and money, many times over.

If pinball has a downside today, it
isn’t to be found in the games them-
selves, which are fun, innovative
and reliable. Nor can you fault the
players, who are falling in love with
flippers all over again. No, cur major
challenge today is the attitude of too
many operators, who still think in
terms of buying “the’’ pinball game
of a given season. Frankly, that at-
titude is outdated. These operators
need to consider expanding the flip-
per part of their business. . . maybe
taking out their three weakest vid-
eos, and replacing them with a sin-
gle good pinball game. I'm willing to
bet that a good, solid pinball can eas-
ily out-earn the three weak videos.
And when you consider the long-
term earning power and high resale
value of good flipper games, why not
put your dollars where they’ll repay
you the best?

In the meantime, it’s encouraging
to see that good pinball operators
have realized pinballs are not all
alike. Some flippers are ideal for
certain sets of players or certain
types of locations. Other flipper
games are better suited to entirely
different groups or sites. The oper-
ators who realize this, select a range
of pins to please their different mar-
ket niches. They place their differ-
ent flippers carefully. . . and they're

Midway Manufacturing’s VP of Sales &
Marketing Steve Blattspieler with the firm’s latest
pinball, Pool Sharks, from this month’s cover.

rewarded with high earnings and
great ROI.

At Midway Manufacturing, we're
trying to make our pinball games
more user-friendly, less complex
and easier to maintain. At the same
time, we want to give our flippers
the pizzazz which really entertains
players. It’s a difficult task to com-
bine these goals, but I think we're
succeeding. Last fall, when opera-
tors voted to give the ‘‘Best Game of
the AMOA Show”’ award to Elvira,
it told us operators agree. And our
sales reflect that vote of confidence.

Sure, the coin-op amusements
business lives with a cyclical mar-
ket. We’ll always have our ups and
downs. But whatever the current
state of the industry may be, pinball
enjoys a strong and distinguished
place in the world of coin-op. Al-
ways has, always will!

June 1990
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Aloha Atan

Atari Coin gathers distributors on Maui for their 17th annual confab; bows three new units

stheir sales chief Shane

Breaks would put it (in

his clipped British ac-
cent), “No one does it quite like
Atari.” Apart from their tradition-
al successes in the games depart-
ment they have another tradition:
their annual distributor meetings.
And if you can believe it, they held
their 17th such conclave May 6-10
(ves, 17th!).

The setting was superb: the Four
Seasons in Wailea, Maui. The first-
class marble palace was only open
seven weeks when the Atarians
“took charge’ and it was a natural
spot for them to celebrate success-
es like Hard Drivin’ and Cyberball
2072. New business, of course, was
the ticket and the Atari people bow-
ed two new videos (one’s a kit and
the other will be shortly) and a very
clever ‘“‘mechanical” redemption
piece called Gumball Rally.

After they introduced the new
products, and gave the dealers a
chancetoplaythem, Atari cordoned
them off into four groups for round-
table sessions. Now, Atari may be
one of the preferred lines among
dealers, but the distributors took the
occasion to really sound off on prob-
lems in general that presently affect
them (e.g. game testing procedures
and the proper time to release new
videos).

g e g
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The meetings were fruitful and,
on several occasions, heated. A lot
of criticism was directed at the
whole video game manufacturing
community rather than Atariin par-
ticular and it all bottomed out to
this: the dealers want thoroughly
pre-tested equipment, asking that
they themselves participate in the
testing procedure. It is an ideal, cer-
tainly, but Atari people chairing the

- -

Gumball Rally, one of Atari’s rare non-video
products, gets the Peter Betti test. This fun
redemption piece could find a solid place.

o

International contingent of Atari distributors got the lowdown on prices and equipment availability during the general meeting (that’s Mary Fujihara at mike).
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panels said they heard the message.

On one hand, you learned that
operators don’t want long-term
R.O.I but prefer quick “flash” in
the cash box. Then you learned
secular stuff like avoiding the use of
an old video for a Klax conversion
where the colors may not be true.
The dealers also seem to want new
equipment available for sale prior
to Easter (for the summer market)
and prior to Thanksgiving (for the
Christmas season).

Atariregional rep Jim Newlander
cleared his throat and said, ‘“‘Don’t
youknow that Atari has beenin the
forefront of new game testing?”’
Agreement. People looked at each
other and knew they were venting
the spleen before some of the indus-
try’s most conscientious factory
people. Still, there are distributors
who want “‘pre-sold”’ goods before
they order them.

NEW PRODUCT

The actual new product “‘reveal”
was done very cleverly. First, Atari
people like Frank Cosentino drifted
around the crowd before the official
meeting began, saying, ‘‘Bad news,
the machines haven’t shown up
yet.”” Many were snookered into the
scam (like one dealer from Europe
who said, ““I came all this way to

RePlay Magazine
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Tony Yula Jr. peppers away at the Hydra
upright. This 19” dedicated glamour-cabinet
will be followed by kits that’ll also fit 25” units.

Hawaii and your machines haven'’t
made it!"").

When everyone was ushered in-
to the hall and seated, Atari chief
Hide Nakajima took to the mike and
said, “I don’t know where Shane
(Breaks) is but I'd just like to thank
you for coming, hope you have fun
and give us lots of orders.”

A film was rolled, showing Shane
sipping an umbrella drink and yell-
ing into the phone, “I don’t care
about problems. . .I want those ma-
chines here pronto!”’ The film show-

Atari sales topper Shane Breaks (left) with
Hydra design chief Dennis Harper and

mechanical designer Milt Loper. Milt played the
role of “Hydra” during the introductory skit.

ed a cuss named Hydra accepting
the job of boating the games over.
Then the film abruptly stopped, and
the live ‘“Hydra” (played by Atari
designer Milt Loper) entered the
room saying the task was complet-
ed. The doors swing open and there
were the new games on the veran-
da for all to inspect.

Clever ‘“reveal” and apropos
since Hydra is one of the new re-
leases. It will come to market mid-
June in a dedicated mini-upright
futuristic cabinet made of white
plastic. It houses a 19" monitor and
offers the shooting action theme on
water (atop, beneath and in other
varied settings).

The controls include a speed pe-
dal, boost buttons to launch the hy-
dracraft into the air and Atari’s cus-

Distribs pack around the new videos after formal game presentations were completed at the Four Seasons.
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Chris Brady’s interrupted in his pursuit of the
enemy on Thunder Jaws. This kit can be put
into both 19”” and 25”” monitor cabinets.

tom flight controller. Players can
select skill levels before beginning.
A total of nine missions are offered
during which the player must avoid
and shoot enemy patrols while pick-
ing up fuel and boost crystals along
the way.

In the last mission, the player
must dispose of a doomsday device
before it explodes. Hydra has an
extravagant end-of-game sequence
where the Hydra deposits the bomb
into an active volcano where it ex-
plodes. Hydra then comes face to
face with his arch rival, the Sha-
dow. If the player completes his last
mission, the identity of the Shadow
is revealed. Quite an aquatic ad-
venture!

Hydra will first come as a dedi-

‘cated game, and afterward as a kit

(check your local Atari dealer). The
dedicated items will be of interest to
those game centers and street peo-
ple who like to put eye-appealing
new games before their players,
and this game is definitely eye-
appealing.

Atari’s other video, Thunder Jaws,
is a pure universal kit. By the way,
both this one and the Hydra kit to
come, are compatible with both 19"
and 25"’ monitor games, so conver-
sion is really ‘““universal’’ (both are
horizontally oriented). For example,
all cabinet artwork will be available
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to convert both sizes (bezel, header,
sides etc.).

Thunder Jaws is a one- or two-
player (simultaneous) game coming
late in June and strictly as a univer-
sal kit. While Hydra is a shooter,
this is a kick & punch item. Interest-
ingly, the player characters have

The snorkle cruise put many dealers into deep water. Waiting this one
out (while enjoying the sun on deck) is Atari Salesman Frank Cosentino.

Pioneer Sales & Service’s Joel and Peggy

the Atari fete, drove down to meet their many friends.
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Kleiman (left) enjoyed a surprise
visit from Fred and Mari Pollak at the cocktail party. The Nationwide B T
Vending folks were vacationing up in Kanapali and after learning about Mountain Coin folks (from left to right): Ann Kingston, Alice & Don

Waters, Elden, Julie & Gayle Kingston enjoy the comestibles at the party.

Atari girls with
company supremo
Hide Nakajima who
helped make the
meeting so grand are
(from left): Mary Fuji-
hara, Linda Benzler
and Jackie Sherman.

different fighting moves when on
land from those used under water.

This is your classic fire and kick
game based on a mission. The in-
sane Madam Q has a plot to destroy
the surface of the Earth and leave
her underwater city intact. She’s
got her weird army to help her out.

The players are members of an un-
derwater special forces unit and try
to destroy Madam's headquarters.
And so it goes. According to Atari’s
game testing people, it goes well in
the cash box at both arcade and
street sites.

Gumball Rally is something quite
unique for Atari. Not a video, Gum-
ball is a very interesting ‘‘mechani-
cal” type of car game. A miniature
toy car rolls around the horizontal
playfield track, picking up points
until its fue<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>